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SET PERFECT JUSTIFIED COPY 
DIRECT IMAGE PLATES FROM 
TAPE THE Friden 


Justified copy can set any type direct 
image plate the Justowriter, automatic tape- 
operated composing giving you low 
cost professional looking composition. And, sets 
this justified composition directly the plate 
automatically, without errors from punched tape. 
Now you can set composition for your 
parts lists, office forms, catalogs, manuals, 
bulletins, sales literature, house organs all 
your printing jobs, small large, right your 
own Office 


Justowriter Recorder produces visible proof and 
punched tape. This tape operates the Justowriter 
Reproducer set sharp, justified copy directly 
any direct image plate reproduction proof 
paper 100 words per minute automatically. 
Fully justified, errorless plates set the 
Justowriter give you better looking copy, longer 
runs, professional printing and more important 
tremendous economy. 


Authors’ alterations changes can made 
automatically duplicating the tape. small 
tapes can stored easily, bulky plates can 
discarded. 


RECORDER 


The Justowriter will save your company money 
every word composition, every printing job. 


pany 
COMMERCIAL CONTROLS CORPORATION (Subsidiary) 


DEPT. AR-67, LEIGHTON AVE., ROCHESTER N.Y. 


Sales and service throughout the world 


REPRODUCER 


HOW MANY COLORS CATALOG? 


Full color illustrations may double the appeal 
catalog. the other hand, they may just 
double the bill! Very often certain products 
look their best dramatic black and white. 


Your experienced printer, lithographer silk 
screen representative can help you with this 
kind problem. He’s storehouse infor- 
mation. knows how keep costs down 
without loss quality. That’s why it’s always 


Sales Offices: Mead Papers, Inc., 
118 West First Street, Dayton 
Ohio New York Chicago 
Boston Philadelphia Atlanta 


worth your while talk with him before you 
start any job. save you time, money 
and aggravation, too! 


like working closely with your printer, 
lithographer silk screener. know 
because we’ve done for years bringing 
printers the quality papers they need serve 
you best—the most complete line the world! 
The Mead Corporation, Dayton Ohio. 
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EXPENSIVE 4-COLOR PLATE COSTS 
USING THE CRAFTINT MULTICOLOR PROCESS! 


It’s the ONLY economical way get 


effective color and striking results for 


e® 


printing that requires ONE FOUR colors! 


Multicolor the color adaptation Craftint Black and White Doubletone 
—long used advertisers throughout the world effective means ob- 
taining better tone reproductions greater economy and faster manner. 


Users this revolutionary, proven system are enjoying savings 50% 
four-color plate costs. 


Craftint Multicolor permits all publishers and advertisers—for the first time 


—the free use effective and economical color, with amazingly striking results. 


azines and advertising agencies from coast-to-coast have proved the “pulling 


With color presses now standard equipment among most metropolitan news- 
papers, retail advertisers can economically employ COLOR. Offset and 
letterpress printers, too, can now offer their accounts Craftint Multicolor for 
the bulk those jobs where, until now, the use color was not advisable 
because prohibitive plate costs. 


The Craftint Multicolor Process automatically provides for separation and shading. 
eliminates “benday”, tint-laying, washcolor, halftone and camera separation. 


The Craftint Multicolor Process ideal for newspaper advertisements, booklets, 
and instructions catalogues, package wraps, maps and wide variety advertising pieces. 


are available request 


without cos 


THE CRAFTINT MANUFACTURING COMPANY CLEVELAND 
Main Office: 1615 Collamer Ave., Cleveland 10, Ohio CHICAGO 
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Those Awards Are Worth Winning 


Even though there are great many advertising awards, well others 
concerned with packaging and merchandising services, there always thrill 
connected with capturing major prize competition this kind. 


Some people have the idea that awards are meaningless, partly because the 
basis judging not always clearly defined, and partly because the per- 


sonnel comprising the awards jury may not expert objective might 
desired. 


Art and photography awards, such those have rounded from many 
sources for publication this issue, involve considerations design, and 
therefore the exhibits submitted provide ample information for competent 
judging. the other hand, judging advertising campaign, whether the 

publication field direct mail, extremely difficult unless the objec- 


tives the advertising are clearly stated, and the results obtained are 
properly documented. 


believe that competitions and out the art and advertising fields 
provide real stimulation for improved performance. While illustration 
advertisement package should created merely for the sake winning 
prize competition, the professional recognition which follows achievement 
this kind one the things which contribute raising individual stat- 
ure and accelerating personal progress. 


There are many competitions the advertising and merchandising fields 
today that there ample opportunity for every skilled practitioner the 
advertising arts compete with excellent opportunity capture blue rib- 
bon its equivalent. The composite opinion experts the various 
fields related advertising, promotion and merchandising makes victory 
well worth while from all standpoints. 


— 
Crain Jr. 
Publisher 
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Dont let few cents 
stand between you 
and product 


identity 


Give your products the merchandise and 
sales lift they deserve packing them 
“personalized” decorative papers 
Thilco. They cost but few cents more 
than plain, uninteresting papers and 
provide the lowest cost advertising you 
can buy the space free! Whatever 
protective function you seek paper, 
chances are Thilco has and practical- 
all our papers can PRINT-DEC- 
ORATED like them. 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


THILMANY PULP PAPER COMPANY 
KAUKAUNA WISCONSIN 


NEW YORK CHICAGO DETROIT CINCINNATI 


vertising 


TABLE 


June 1957 


How Budweiser uses its prize team Clydesdale horses 
promote beer sales. WEILER 
Touch All Bases for Maximum Product Publicity ........ 
There’s always new slant new product, and each 


can used get space. ADVENT 


Art Directors’ Choice 


selection prize winners from competitions from coast 
coast, plus some pertinent commentary. 

report what was said and exhibited the Chi- 
cago POPAI meeting. 

The criteria that Spector Truck Systems set turn its 
fleet into rolling posters, and how met these criteria. 

inexpensive addition direct mail campaign 
use the postmark. Macon 

Guide Unusual Post Offices 
AR’s handbook feature selection names that may 
kick off idea for campaign. 

How Heinz Handles Package Design ................. 


AR’s report the Packaging Exposition and Conference. 


shows the winners both set-up and folding box 
competitions. 

Report the Premium Show 
Nestle’s Weighs its Premiums .............. 


How evaluate premium program. Horace Barry 


4 
advertisement 


Checklist 
for Sales.. 


Requirements 


CONTENTS 


Canada Dry Fights for Shelf Space .......... 


Premiums take special assignment. Nims 


Brewers are wide open for premiums. 
MarsHALL LACHNER 


How Add Pace and Punch Sales Meeting ........ 


football theme turned routine program into highlight 
the year for Fenwal Inc. JOHNSON 


How Time Inc. Uses Audio-Visuals ............ 


backstage tour the ways which this publisher uses 
audio-visual techniques. SANCHAGRIN 


How Make Your Printing Smell .......... 


You can add new dimension your printing taking 
advantage these new techniques. REYNOLDS 


Take advantage all marketing 
essentials and your program 


How Get Economy Reducing Color Plates ...... becomes more effective than ever 
The inside story new and little-known process for 
making small plates out big. JULES FRIEDLANDER 


cataloging perfected Heinn. 
With Heinn Loose-Leaf Binders 
Handling Advertising Effectively; Part Art ........ 105 and Colorific Indexes, your sales- 
men and customers have quick 


takes good system bring order the handling access current facts about 
artwork, and this excerpt from the procedures manual products, prices and sales policies. 
Stromberger, LaVene, McKenzie gives one way doing it. Orders come faster and your sales- 


make more calls per day. Your 

total sales volume rises. 
manufacturers 
keep placing repeat orders for 


How Prepare your Material for Television 


Some practical hints getting your slides and balops into 


the form desired most stations. PARSONS Heinn Loose-Leaf Binders. They 
the value Heinn products 
And they accept substitutes. 
Art Photography... Regular Why should you? 


Audio Visual Aids... 


Clip and mail this coupon: 


Direct Advertising... Buyers’ Guide 
Layout Advertisers’ Index...118 THE HEINN COMPANY, 306 St., Wis. 
Packaging Labeling... Books for Admen... 
Premiums, Prizes Specialties... The Editor’s Notebook... 
Printing Binding... How Solved It... 
Radio Production. Just Between Us... 


Window Store Displays... 


CHECK LIST FOR 


Give your customers the kind catalog 
they use. Give them the kind they 
like look at. 


Make your catalogs: 


LOOSE-LEAF 


easy add remove pages 


DURABLE 


stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more all the appeal you can 
add with color, embossing printing. 
Write us, ask your stationer 
show you the complete Acco line for 
keeping papers together every 
department your business. 


The Accopress 
bines loose leaf 
convenience, 
Ideal for Cata- 
log 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert mew Acco 
Fastener and the 
Folder ready for 
another filing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for multiple punched forms) 


ACCO clamps 
ACCO punches 


THE ACCOWAY 


filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 
Division NATSER Corporation 
Ogdensburg, New York 


Canada: Acco Canadian Co., Ltd., Toronto 


Electroplastic, 


Progress Graphic 
Arts Seen New 
Platemaking Methods 


keeping our eye some 
interesting developments the 
platemaking field. One them 
with already, and another may 
just around the corner. 

The “around the corner” develop- 
ment the result research 
Time Inc.’s Springdale laboratories 
new nylon plate. Time reluc- 
tant give out any details this 
major development, but grapevine 
reports indicate that holds lot 
potential for the future. 

The nylon plates have been used 
experimentally for Time, but full 
evaluation still lacking. 


the other hand, Printing Plates 
Research Inc. doing lot talk- 
ing about its new Electroplastic 
printing plate. This copper elec- 
trotype backed special resilient 
plastic material. 

Originally invented Steve 
Johnson Jr. Johnson Mat Elec- 
trotype Co., San Francisco, the de- 
velopment was purchased PPR 
and being licensed electrotyp- 
ers throughout the country. big 
advantage this development 
that can used electrotypers 
without any extensive changes 
equipment methods manufac- 
turing. 

Advantages claimed for the new 
Electroplastic plate: 


Better reproduction since the 
shell not subjected the temper- 
atures and pressures required 


production electros, 
which can and 
warping. 


Display typefaces this issue 


The Editors 


Longer wear 
resilient nature the plate and 
backing material. 


due the 


the increased levelness the back- 
ing. 


Reduced production time and 
cost. 


plates are lighter than conven- 
tional electrotypes. 


discussing the new plate the 
Intl. Assn. Electrotypers Stereo- 
typers convention, PPR managing 
director Edwin Miller pointed 
out that Electroplastic plates repre- 
sent intermediary development— 
something that here now and 
represents tangible 
will “fill in” until the day “elec- 
tro-chemical” duplicate plates, such 
the nylon variety, actually ar- 
rives. 


Found rather peculiar direct 
mail piece home the other night. 
Seems Time anxious have 
renew subscription but 
hurry about the whole thing. 
until October 1957, make 
mind. 

The mailing came one those 
supposedly eye-catching manilla 
window envelopes which might just 
happen have refund check from 
the boys down the Internal Rev- 
enue shop. Arriving April 24, the 
timing was perhaps good. 

But there wasn’t any mistaking 
that someone else had 
letter. Imprinted atop pale green 
color strip was: “Last chance 
Time’s rates October 7.” The 
enclosed letter and reply card both 
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IDEA NO. 104 
3-in-1 
Super-stickin’ KLEEN-STIK helps 
relieve the customer the heavy 
work this novel 
for LESLIE SALT San Fran- 
cisco. Equipped with two heavy- 
duty strips this modern moisture- 
less adhesive, it’s e-a-s-y attach 
store shelves with simple peel- 
and-press. Customers merely take 
slip from one the three pads 
Fine, Medium Coarse Water 
Softener exchange for 
50-lb. bag they leave the store! 
This labor-savin’ device designed 
HONIG-COOPER 

S.F. lithographers. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


IDEA NO. 105 
Flashy Foil Fivesome 
good P.O.P. sign helps sell beer, 
five should sell even more! That’s 
what ESSLINGER’S, Phila- 
delphia brewer, figured—so the 
had EDWARD NASSAN 
create this colorful combo— 
including Not Serve 
price sticker for the 
6-pack, and pointer 
for use refrigerator case doors. 
DIAMOND PRTG. LABEL 
MFG. CO. did the entire group 
eight colors special heavy-weight 
KLEEN-STIK Gold Foil—so they 
anywhere stick tight... 
and sell! 


See your regular printer, lith- 
ographer, silk screen 
printer for 
building KLEEN-STIK ideas 
write your letterhead 
for our free 


KLEEN-STIK Products, 


pushed hard that “last chance” 
bit, although Bernhard Auer, the 
letter signer, informed that the 
letter was “to let know well 

Frankly, Mr. Auer, 
months little too much ad- 
vance? 


Our office mail, however, has been 
bit more interesting. Here are 
some samples: 


United Air Lines sent sam- 
ple Mainliner, the interesting 
general interest magazine which 
went into all seat pockets United 
flights May It’s colorful 16-page 
magazine with variety material, 
both about United and other sub- 
jects. 

Some the miscellaneous tid- 
bits were particularly interesting. 
Sample: How long meal? Din- 
ner United Air Lines lasts 
average 280 miles, according 
the company’s slide rule depart- 
ment. Broken down courses, the 
appetizer consumed miles; 
entree, 110 miles; salad, miles; 
dessert, miles, with additional 
miles for cigaret and that extra 
cup coffee. 


California National Productions, 
NBC subsidiary, had interest- 
ing approach prospects expected 
attend the NARTB convention. 
Jake Keever, director sales, sent 
this letter: 

“We all know that the most im- 
portant thing needed around con- 
vention money. And now that the 
NARTB convention just about 
here, NBC Television Films 
would like oblige giving you 
the attached 5,000,000 Greek Drach- 
mas you can have whale 
time the Greek Quarter Chi- 
cago. 

“But just case you over- 
board, also enclosed gift 
certificate from Marshall Field that 
will keep you out the doghouse 
when you get home.” 

Enclosed was Greek bill and 
actual gift certificate from Mar- 
shall Field Co. 


Our vote for one the most 
clever mailing pieces the year 
goes the Paraffined Carton Re- 
search Council. provide com- 
pletely graphic example pictorial 
carton design, the council published 
special issue its regular quar- 
terly bulletin, Food Packaging 
Progress, the form margarine 
carton. 

Bound onto the top the sample 
carton was 24-page 
booklet (see cut). The unit was de- 
signed Ralph Eckerstrom, Uni- 
versity Illinois Press art director. 


with payment for reading 


The lead article the special issue 
described the sales benefits gained 
using cartons which have illus- 
trations the end-use the prod- 
uct. The face the carton, which 
served the cover the bulletin, 
featured appetite-appealing color 
illustration pat margarine 
melting warm waffle. 

emphasize the economic ad- 
vantages paraffined cartons, 
shiny silver dollar was inserted 
one the end flaps the sample 
carton above the caption: “This 
just the forerunner many dollars 
which will yours from increased 
sales...” 


Then there was sample 
unusual mailing piece dreamed 
George Kellogg, the enterpris- 
ing manager Ethicon Inc., 
Johnson Johnson subsidiary. Sent 
fancy flagon Maison des Fleurs 
perfume. 

Included with the perfume was 
cute but simple valentine. rhyme, 
paid tribute the operating room 
supervisor and even managed 
work sly product plug. sec- 
ond plug was managed using 
Ethicon surgical needle Cupid’s 
arrow piercing red heart the 
front cover the miniature valen- 
tine folder. 


Folding did the attention-getting 
job for the annual report the In- 
fant Welfare Society Chicago. 
The diamond-shaped piece was 
folded the shape diaper. 


John McLatchie Time turned 
black-and-white newspaper re- 
print into especially effective 
mailer the simplest all gim- 
micks. Using black grease pencil 
just added the name the re- 
cipient the headline: 


Ideas 

Versatile Self-Sticking Adhesive! 


for distinguished reproduction color 


Rigid specifications control the quality that built 

into Alamo Text and Cover. From pulp package, only 
carefully tested top-grade raw materials are used— 
processed tightly controlled specifications one the 
country’s most modern paper making mills. This quality 
sheet titanium-filled for extra opacity. 

Alamo, both text and cover weights, and wide 
range finishes, one the finest sheets manufactured 
Chillicothe Paper Company. The quality 


built into “inspected it. 


Alamo 


TEXT and COVER 


N FOUR PROceE 


-p TEXT, BASIS 8 -=LLUM FINIs 


TOGRAPW 


PHO 
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from pulp 
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Quality-controlled from pulp package for every type distinguished assignment 


Text weights: Basis 60, 70, 80. 


Cover weights: Basis and 80. 
23x35 


and 
7 
» 


¥ A 


Alamo 
for all types black-and-whites 


Whenever crystal clear 
reproduction required, 

this sheet has 

the brilliance give the product 


the treatment deserves. 
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growth companies [like 
grow greater.” 


Then there’s the nice letter 
received from Stump, laboratory 
technician Brown-Forman Dis- 
tillers Corp. Louisville. was 
our guide during recent tour 
the distillery. short time after re- 
turning Chicago, received 
letter reviewing what saw (“Our 
boss thinks you might like know 
that remember your visit with 

What made this follow-up letter 
stand out our minds was that 
was signed the tour guide. 


Another interesting public rela- 
tions letter arrived our New 
York office short time ago. was 
from Morse Dial, president 
Union Carbide Carbon 
which building new home office 
building across the street from our 
Manhattan offices. 

“The time has now arrived for 
the demolition the buildings oc- 
cupying [the block where the new 
offices will built] 
prompts write note you 
and our other neighbors. all 
know, fact that construction 
any new building always brings 
about some 
unfortunately, cannot avoided. 
This regret, but want you 
know that are going our 
best keep any such inconvenience 
you 


Our vote for the “letter-of-the- 
year,” however, goes one did 
however, copy Sick’s Enter- 
priser, the Rainier beer house or- 
gan, which found our mail 
basket. Signed Douglass 
Princess Grace Monaco. 

“Inasmuch you seem have 
privacy from the press, have 
been reading about your post-ac- 
dietary 
Since the time your engagement 
was announced has taken great 
self-control the part our entire 
organization resist effort 
contact you husband 
Prince Rainier. are well aware 
the frantic commercializing and 
exploitation which beset most peo- 
ple the public eye and know 
must annoyance the per- 
sons involved. 

“It would dishonest said 
had managed avoid all men- 
tion the name coincidence. Our 
principal advertising 
‘There’s More Life 
naturally.’ doesn’t take great 
deal imagination picture the 
press, radio and reporters making 
the most that one! Some the 


FOR THE FIRST TIME 


Complete List All 
Reprints Now Available 


The following reprints feature articles which have appeared ADVERTIS- 
ING REQUIREMENTS are available 25¢ each, except where another price 
listed. Special prices are available for quantity orders. Please order num- 
ber, enclosing payment for all orders for less. Send your order 
Reprint Editor, Advertising Requirements, 200 East Illinois Chicago 11, 


Audio-Visuals 
224 The Art Communication Richard Naumann (50c) 

A four-part series teaching admen production techniques and uses of audio-visuals 
145 Audio-Visuals Have Cost Lot Money Effective 


Reardon Co. produced its own prize-winning film strip and saved money 
Binding 
193 Binding 
28-point guide to selecting proper lcose-leaf bindings for promotion materials 
Calendars 
102 The Preferences Calendars 
AR survey shows what various audiences prefer in calendars 
Color 


151 Color Advertising Faber Birren 


An expert outlines the best color for advertisin 


Contests 


205 Contest Over When The Winners Are Picked Phil Seitz 
How Dodge gets the greatest value from its ‘‘Dodge for Life’’ contest 
184 Mrs. America Beauty Takes Back Seat Ted Sanchagrin 
Case history on new approach to beauty contest 


Copyrights 


201 Advertising Copyrights Robert Burton ($1) 
Copyright protection for graphic arts 


a compilation of ten AR articles 


Dealer Programs 


174 How Carter Merchandises Its Maps Vin Corwin 
How an oil company gets dealers to put its maps to work 


159 Simplicity Sheaffer's Key for Efficiency Handling Mat Orders 
Reed 


Pen manufacturer's effective method for handling ad mat orders from dealers 
142 How Make One Promotional Dollar the Work Ten Boom 
Operators of ice cream franchises get results through cooperative advertising effort 
140 Pabco Sells Color with Coordinated Campaign 
How a variety of materials worked in selling paint and building materials 


129 plus Quality Materials Add Outstanding Campaign Herbert 
aker 


A case history of an unusual advertising campaign for Cory air conditioners 
125 International Harvester Stages Mammoth Dealer Sales Meeting Franklin 
Planning six weeks of sales meetings; a bid for dealer participation 
117 Everyone Gets the Act with Lady Stratford Herbert Baker 
A campaign designed to get all store personnel to join in selling dinnerware 
111 RCA Builds Dealer Prestige Karl Kirchhofer 
A complete advertising program built around a Dealer Identification Plaque 


listings continue page 
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More Reprints 


continued from page 


Design 


167 Noreen Design Lane 

Tne story of one of the nation’s outstanding integrated design programs 
136 The Producto Story Thomajan 

Art director Paul Rand reveals facts behind this notable cigar campaign 


Direct Advertising 


219 Dares Different 
Details the mailing pieces which won Gold Mail Box award 
214 Are Amateurs Ruining Direct Mail? Dick Hodgson 
A provocative approach to the growing demand for professionalism in this medium 
207 Letter Reproduction Margaret Reynolds 
A special AR report giving facts and figures on the major processes 
172 202 Tips for Direct Mail Advertising (50c) 
A 16-page booklet reprinting AR’s two special articles on direct mail advertising 


128 Ford Establishes New Method for Handling Its Direct Mail Advertising Dick 
Hodgson 


A direct mail program as handled by an agency at 15% commission 
103 All the People Some the Time Nicholas Samstag 
Time promotion director explains his direct mail philosophy 


Engraving 


203 Progress Report Electronic David Saltman 
Results of extensive research on the practical use of this new technique 
155 Assembling Color Elements Can Save Time and Money Latimer 
Discussion of photographic operations to prepare process art for the platemaker 
147 Magnesium Step Forward Photoengraving 
The story of the development of fast-etch magnesium plates 


141 How Make One Set Color Plates the Work Several Bernard 
Converse 


Getting color on a b&w budget by multiple use of color plates 
112 and for Better Engraving 


Exhibits 


223 Showmanship Home Show Phil Seitz 
Practical experience shows elements which spel! success for a home show 
192 Exhibit Photos How Put Them Work 
How a number of exhibitors used photos of their trade shows 
191 How Get More from Your Trade Show Dollars William Orkin 
Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance Fairs Advertising Medium James Joseph 
; Fairs have become a product showcase and a selling place 
168 Maturity for Trade Show Exhibits Dick Hodgson 
A report on some of the trends in exhibits 


Engravers’ answers to AR’s survey 


110 Ulcer Reducers for Exhibitors 
Rules for making exhibiting easier and cheaper and results better 


Miscellaneous 


218 Ten Rules for Believable Testimonials 
How to get the most value from a personal endorsement of your product 
215 Album (50c) 
collection 114 ideas taken from our popular and helpful feature 
210 How Agencies Work Together James Robertson 
The background successful campaign that required detailed coordination 
A practical guide to the development of an emblem identification program 
202 How Solved ($1) 
64-page book containing over 125 selected Solved It’’ items from readers 
165 Bankers Are People, too — by Jeff Thomson 
How a bank extends its advertising service to over 100 correspondent banks 


Motion Pictures 


209 Miller Makes Film Benn 
How Miller Brewing developed its centenary film: step-by-step report 
198 Less Than Per Mildred Weiler 
The story behind effective business movie produced for Wabash Railroad 
113 Three Dimensional Business Movies Become Reality Dick Hodgson 
Production highlights of a color and sound movie produced with Bolex 3-D system 


Packaging 


156 Package Every Table James Joseph 
Designing food packages that sel! in stores, look well on the dinner table 
139 Show Your Wares Sell Them! Ernest Goldberg 
How illustrated shipping containers work in sales promotion 
122 How Prepare Packages for Rack Merchandising Arthur Weiss 
An expert tells how to design packages for a new sales medium 
114 How Design Packages for Self-Service Frank Gianninoto 
A leading designer outlines the demands of modern merchandising on packages 


Photography 
175 How Use Color Stats Ted Sanchagrin 
How admen are exploiting the many uses of full-color photostats 
171 How Get Better Advertising Photos Errol Prince (50c) 
AR’s two-part series on getting and using advertising photos 
162 How Crop Photos Vincent Tajiri 
Pointers for getting the most out of photographs for reproduction purposes 
138 The Man Distinction Ted Sanchagrin 
The story behind the photographs Lord Calvert’s ads 


listings continue page 


jokes were very funny some 
rather dreary. They varied from 
involved Rabelaisian tales the 
curt summing-up typical Dorothy 
Parker. This was, course, won- 
derful publicity for our company 
and are grateful both you. 

“The time has now come when 
our sense propriety and restraint 
has been stretched beyond its power 
resistance. you really sip the 
nectar all beverages every noon 
and evening think should 
our beer. are extremely 
proud the product and each can 
will seem though has been 
personally packaged with your hus- 
band’s name the label. Also, 
feel sure you will enjoy the colorful 
cans use and the fine cartoons 
Steig, Osborne, etc., which dec- 
orate them. Without asking your 
permission are forwarding you 
case Rainier Beer under sep- 
arate cover. 

“We hope you will accept this 
small gift the spirit which 
sent, and will enjoy its use. With 
comes our sincere hope that you, 
Prince Rainier and your new baby 
have all the happiness 
world.” 


You-can’t-escape-radio depart- 
ment ... Minneapolis they’ve 
done it! Now Mrs. Shopper can fol- 
low her favorite soap opera right 
the point-of-purchase. Seems 
that Tait’s Super Valu supermarket 
has installed radios its shopping 
carts. Mounted the handle the 
carts, the radios have three push- 
button-controlled channels. 
Ryan Co., also Minneapolis, 
makes the radio units. 

Okay, tv, let’s take the ballgame 
the corner market. It’s getting 
bit dull waiting for our meat de- 
partment number called. 


Missed bets department 
are bit amazed how often 
“natural” promotion opportunity 
just passed though didn’t 
even exist. Consider introduc- 
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tory promotion used Johnson’s 
Wax push its new Glade air 
freshener. 

new product local supermarket 
few weeks ago. Attached was 
special offer refund 25c the 
purchase price returned 
small piece the label. Never 
passing chance reclaim two 
bits, dispatched letter Ra- 
cine. 

few days later, received 
plain envelope with simple cor- 
ner card the address side and 
short message printed the back 
both black white. Said the 
message: “The makers Johnson’s 
Wax thank you for trying new 
Glade air freshener Enclosed 
your 25c plus postage per our 
special introduction offer. 
sure you'll continue regular 
Glade customer.” That, plus il- 
lustration the package, another 
the Johnson “tower” and line 
reading, “Another 
from the research laboratories 
Johnson’s Wax,” constituted the en- 
tire mailing with well-worn 
quarter inside pocket and 
loose stamp floating around in- 
side the envelope. 

Guess maybe the people 
Johnson’s are too busy planning 
their commercials inter- 
ested captive audience shop- 
pers who are certain open 
letter take out quarter and dig 
around for elusive stamp. 
maybe they already have too many 
customers for their products. 


With employe recruiting such 
competitive activity these days, 
particularly liked this item which 
turned the Foreman’s Letter 
put out the National Foremen’s 
Institute: 

clean-cut young engineering 
graduate had come from another 
craft company for job. seemed 
impressed the company’s work 
physics, thermodynamics 
and other advanced aviation sci- 
ence. turn, impressed com- 
pany men with his mature approach 
and attitude. But next day 
phoned the personnel manager and 
begged off. 

feel that the dynamic program 
your company offers real chal- 
lenge,” said. “But don’t think 
can accept the job.” 

“For goodness sake, why not?” 
asked the crestfallen personnel man. 

“Well, changed mind about 
last night, after had chance 
look around the city,” said the 
happy working any town which 
didn’t have burlesque theater.” 


More Reprints 


continued from page 


195 Abbott Aims the Consumer Bert Enos 
Retaining its ‘‘ethical’’ approach, Abbott used many ways to sell consumers on its Sucary 
160 Professional Installation Assures Success for Admiral Displays Bert Enos 
How professional installation services assured success for a display program 
148 Why Agencies Should Interested Point-of-Purchase Displays Bert Enos 
Several case histories show why agencies need to recognize displays 
104 Display Package Builds Sales for Webster Kuswa 
A well-planned promotion turns a prescription drug into a consumer product 


Premiums 


222 Ten Years Progress Gordon Bowen 
An expert looks at the post-war premium boom and its meaning to admen today 
206 Premiums General Mills 


The inside story one the country’s largest users premiums 
188 How Promote Ten-Cent Gadget John Swift 
The promotion behind White Cap Co.’s premium item, the lid flipper 
169 for Premium Buyers Gordon Bowen 
A helpful checklist for planning premium promotion 
153 Follow Through Key Premium Success Arthur Irwin 
A complete program of follow-through is the key ingredient in premium promotions 
149 Give the Dealer What Wants LeRoy King 
A former supermarket operator gives examples of premiums retailers like 
134 The Great Premium Boom Gordon Bowen 
A guide to premium types and their use as a promotion medium 


Printing 


211 System for Controlling Printing Costs Frederic Kammann (50c) 
five-part outline practical system for saving 10% your printing bills 
196 Crossroads for Captive Plants 
A special study on the problems of operating internal printing facilities 
124 Institution Learns 3-D Production Tricks John 
An effective guide for producing printed 3-D advertising material 
105 Let’s Swap Ideas 
Ten ideas from printers and admen culled from Kimberly-Clark’s contest 


Publicity 


221 Make the Most Your Star Don Young 
How Wilson & Co. gets promotional value from the tour of its program's star 
199 Merchandising Publicity Morris Rotman 
Case history publicity program which drew extra dividends through effective merchandising 
194 Chiquita Banana Goes School Clarence Moore 
How United Fruit Co.’s story gets to teachers and students 
185 How Handle Relations With Radio, Television Newsreels William Cox 
A guide to an effective publicity program for audio and visual media 
183 Planned Personalized Promotion Haviland Reves 
How Detroit restaurant personalized its promotio 
Some realistic guides for the preparation of effective annual report 
158 Elsie Borden’s Living Trademark Ted Sanchagrin 
What Borden’s cow accomplishes by touring the country 


Radio 


123 How Prepare Jingles for Radio Spots Maurine Christopher 
The basic rules for one radio’s most effective media 


Signs 


216 How Use Highway Signs 
guide the basic principles outdoor advertising 
213 Philco Signs Allen Sommers 
A sign program with a unique share-the-headache feature meets local need 
212 Dealer Program Builds Unity for Culligan 
How to get 1,100 dealers to join in a cooperative identification program 


152 New Look for Signs 
Changeable copy signs: a growing trend in outdoor advertising 
132 Ford Uses Unusual Teasers Southern California Phil Seitz 
The story of a unique teaser technique for painted bulletin 
130 Gets Its First Major Test Dick Hodgson 
How an insurance company used bumper strips as key element of its campaig 


Tape Recorders 


177 The Use Tape Recorders Advertising Jay Bullen (50c) 
Two special articles: advertising uses for tape recorders and how to select a tape recorder 


Television 


217 Getting Your Film Cost Free Richard Marvin 
How to prepare your old films for tv's needs. . 
204 Colorcasting Sheldon Heiman 
Here’s a case history report of a colorcast ‘‘first’’ by a Chicago agency 
189 How Merchandise Syndicated Shows Maurine Christopher 
A list of suggestions for getting the most from tv film 
181 How Merchandise Tie-Ins Frank Jacobs 
How donors of prizes plan their tie-ins to fit a merchandising progran 


. and get them shown free 


Trading Stamps 


220 Expert Answers Your Questions About Trading Stamps 
AR’s interview with John W. Young, Eureka Specialty Printing Co 
121 Trading Stamps Build Repeat Business for Denver Merchants Frank Lynn 
How a new stamp brand was introduced and promoted 
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CHETT HUNTLEY: “Paper communicates two the the touch. may speak with urgency 
eloquence. But never without Huntley noted NBC news analyst and reporter. 


Better papers are made with Cotton 


Cotton fiber king among papermaking materials. provides unequalled beauty, 
strength and permanence. Has for generations. United currency, for exam- 
ple, engraved paper containing cotton and linen fiber. Because its unique 
characteristics and the special equipment used its processing, cotton fiber 
makes top quality paper through and through. When you buy paper buy 
value. Specify cotton fiber papers. 


YOUR SUPPLIER why papers made cotton fiber (25% mini- 
mum 100% the best grades) perform better variety uses. Ask him 
about cotton fiber business and social stationery, indexes, ledgers, onion skin and 
drawing, tracing, blue print and other papers. 


FOR “COTTON” “RAG” THE WATERMARK LABEL 


© Cotton Fiber Paper Manufacturers, 122 East 42nd St., New York City 


PAP 


READERS 


Films Mail 


Just add footnote Mr. 
Hook’s How Show Films Mail, 
(AR, April) like point out 
that United World Films, use 
the mails, has become the world’s 
motion pictures. 

Our Free Films Department has 
set free consultation and edi- 
torial service for industrial organ- 
izations, like the Pemco Corp., 
which have had films produced for 
purposes other than public show- 
ings. Many such films may re- 
vised that their presentation 
company operations, policies and 
forth, might adapted the pat- 
tern films produced for promo- 
tional public relations purposes. 
They could then put work 
reach the great numbers non- 
theatrical audiences interested 
seeing business films. 

Our editors believe simple 
step many instances turn 
internal film into one suitable for 
consumer audience. 
are films introducing new product 
salesmen dealers, visualiz- 
ing annual report, explaining 
the operation new device. Often, 
nothing more than new off-screen 
narration all that needed 
adapt the film new audience. 

And since the original cost has 
been written off against the original 
purpose, this secondary use ex- 
tremely profitable. Public interest 
films about American business 
has never been greater than to- 
day. Attendance figures all spon- 
sored films testify this. 

BENJAMIN ADELMAN 

Asst. Ad. United World 

Films Inc., New York 


Financial Types 


non-readability type, did you 
ever try read the average stock 
certificate? 

Some years ago, friend mine 
wrote the then president the 
then organization financial ad- 
vertisers suggesting that might 
appropriate for his group con- 
sider making bonds and stock cer- 
tificates more readable. 

friend was thanked for his 


letter and then politely told off 
the effect that financial advertisers 
couldn’t bothered with the ap- 
pearance their they 
were interested only making fi- 
nancial advertising truthful. 
MANLY 
Columbia Advertising Agency, 
Portland, Ore. 
(Have you ever read the copy 


Average vs. Median 


Will you clear the chart 
your article page the 
April issue? The chart eye-catch- 
ing and easily read, but the expla- 
nation uses the terms “median” and 
“average.” Since the median 
average (of position), assume 
that stands for “arithmetic 
mean”? hope you mind 
raising statistical question. 
really curious. 
Mary THADDEUS 
Dir. Public Relations, Seton 
Hill College, Greensburg, Pa. 
(These are words that are often 
confused, even us. “Median” 
the position just half-way rank- 
ing, with half the entries larger, 
half smaller; “mean” the term 
that should used where most 
all the terms divided 
number. There’s good explanation 
Moroney, Penguin Books Ed.) 


Pitchmen, not Spielers 
Herman Greiman’s letter 
the April issue. 

what wants are “pitchmen.” 

can think better source than 
Billboard. 

Third why does want 
them? it’s for the revenue 
bring renting space, that’s one 
thing. But feels pitchmen will 
add the value the show, 
seriously suggest further considera- 
tion. There are certainly far better 
traffic builders had for shows; 
certainly other ways promoting 
shows successfully. 

This not meant attack 
pitchmen, but feel their con- 
tribution shows this type ranks 


Fine Artist Quality Opaque 
Colors for illustrating and all commer- 
cial art. For brush airbrush. Selected 


COLOR CARD REQUEST 


Liquid Transparent 
Water Colors... 


for Coloring 
STATS, 
PHOTOGRAPHS 
and 
TRANSPARENCIES 


Prepared ready for 
use with brush air- 
twelve clear trans- 
parent fluid colors, 
intermixable, ex- 
ceptional strength 
and brilliancy. 
Smooth flowing and 
non-corrosive. For 
illustrators, design- 
ers, commercial art- 
ists and layout men. 


CRIMSON 


WEBER 


bottles 
COLOR CARD REQUEST 


Series 
RED SABLE 
WATER COLOR BRUSHES 


The finest water color 
make. English sizes 1-12. 


Procurable Artist Supply Stores 
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Good opacity need not sacrificed order 
keep the other important paper qualities 
high level. way, you can have your cake 
and eat it, too. For when you specify Kimberly-Clark 
Coated Printing Papers, you get good 
opacity well outstanding dimensional 
stability, ink receptivity, and score other 
important qualities. And these qualities remain 
uniform from sheet sheet and ream ream. 
will pay you compare Kimberly-Clark Papers 
any way you their cost. 
close you your nearest distributor. 


Everything comes life 


Kimberly-Clark Papers 
for Modern Lithography Prentice Offset Enamel 
Lithofect Offset Enamel Shorewood Coated Offset 
Fontana Dull Coated 


for Modern Letterpress Hifect Enamel Crandon 
Enamel Trufect Coated Book Multifect Coated Book 


COATED PRINTING PAPERS 


Kimberly-Clark Corporation Neenah, Wisconsin 
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FULLY INFORMED 


with the 


“Know 


Whatever your photo-engraving 
problems may be, the 
Horan representative visits 
you with the information 
and the Know-how resolve 
them, simplify and make 
them easy. 


Backing him Horan’s 
record dependability, 
record that the result 
Know-how and meticulous 
attention detail every step 
from pickup the delivery 
the finished plates. 


Why not call for Horan represen- 
tative when you have problem! 


very low lengthy roster pro- 
motional methods. 
Public New York 


Ads Parking Meters 


Several years ago, you had some 
material the new medium ad- 
vertising top parking meters. 

have checked thoroughly and 
have come with only one name 
this area, but this company has 
gone out business. 

Our client has product which 
would ideally suited this 
medium. you know any com- 
pany now working this field, and 
what areas the country? 

MERWIN NAIR 

Advertising, Hartford, Conn. 


Makes Single Signs 


The item written about our 
printed sign service (AR, March) 
was excellent job. has already 
pulled many requests for our cata- 
log. 

There one fact, however, that 
not mentioned. happens the 
most important all. Just one 
printed sign sales presentation 
may ordered per letter, 
with duplicates quarter this. 

JOHN 


Manager, Stewart Signs, Newark, 


Fluorescent Reprint 


are currently preparing 
souvenir journal commemorating 
the 25th anniversary the Adver- 
tising Agency Production Club 
New York. 

AR’s excellent article fluores- 
cent color (March) has been selected 
for reprinting, subject your per- 
mission, course. represents 
good graphic arts reporting its 
penetrating best! 

FANNING 

Editorial Chairmen, Souvenir 

Journal, Advertising Agency 

Production Club New York 
(Glad have you reprint, and 
while it, happy birthday 

Ed.) 


Essential Tool 


Would possible get some 
reprints the article your April 
issue entitled “Advertising Special- 
ties Get Hello Girls?” 

are also enclosing renewal 
our subscription since feel 
one our business should 
caught without copy his selling 
kit. 


ARMAND TERL 
Calvert Mfg. Co., Baltimore 


The following letters have been se- 
lected from AR’s mail. most 
cases, have been able supply 
the desired information from our 
growing files. However, many 
new companies are entering the 
field almost every day, seems 
that must depend upon our 
readers help keep date. 
will add any such information 
its files and will promptly for- 
ward response these re- 


Stock Lithography 


One our smaller clients would 
like obtain various 
sheet stock lithography pieces. 
also the market for easeled litho- 
graphed pieces, preferably die cut. 

This client candy manufac- 
turer, naturally, these stock de- 
signs would have coincide with 
the product the company and 
would have allow for the im- 
printing the logotype the com- 
pany and illustration the 
product sold. 

material that would capitalize 
the four major candy seasons 
Valentine’s Day, Easter, 
Day and Christmas. 

Prod. Mgr., Walker Saussy Ad- 
vertising Inc., New Orleans 


Simulated Candy 


are looking for feasible and 
effective method for producing 
facsimile for what, the gift candy 
business, called top layer—what 
you see when candy box dis- 
played open. 

are interested finding some 
way substitute reproduction 


that for eye-catching ad? 


Don’t read this unless you buy printing 


Having found good, reputable printer, and his adoption tried, 
grapple him thy soul with hoops steel. 

And stick with him; will not let you down. save you 
many dither and dollar time marches on. 


Your cooperation facilitates the process, course. put 
yourself the hands your printer and advised him 


you would achieve your primary goal—consistently 


good reproduction and service consistently fair prices. 


Approach each job with open mind. neither 

man” nor “offset man.” Let the nature the job, 
not the price, determine the printing process. Otherwise, 

results are likely mediocre—and mediocrity printing 


bargain any man’s lexicon. 


Carry this flexibility further, you would save substantially. 
Your printer can save you money paper the job planned 


use standard stock sizes and standard envelope sizes. 


estimates, you have confidence your printer’s 
competence and integrity, you will probably save money 
giving him work without estimates. Estimates cost money. 

And the wise printer, when estimating, provides cushion against 
contingencies. All this must come out 


somebody’s hide—and the nature things has yours. 


you feel that you must get competitive estimates 

project some magnitude, call only those whose abilities and 
facilities are comparable. not fair pit printers with 
established reputation for fine craftsmanship against printers who 
lack it. not fair the job—and hence your business—to 


entrust printer incapable giving you the requisite quality. 


WANTED 


"2 


And, scarcely need mention, nice people not use knowledge 
one printer’s estimate chisel deal out another printer. 


Nice people are ethical—and besides, the word gets around. 


more other side 
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Avoid “guestimates”—approximations based upon dummies that 
are incomplete are too rough understood. Careful, 
complete dummies are worth what they cost. They eliminate 
guesswork and chances for error and misunderstandings. They are 


blueprints for finished jobs, making possible firm estimates. 


The indispensable companion adequate dummy 
written specifications. Paper never forgets. 

Competitive estimates are not competitive unless all suppliers 
estimate precisely the same specifications. 


Put all specifications every printing job writing. 


you are among the discriminating buyers who specify paper, 


always brand name—not color, surface 


weight alone. You thus guard against the use inferior grades, 


with inevitable disappointment the results. 


Provide your printer with clean copy and save pretty penny 
every job. The place make revisions typewritten copy, 


not proofs. There’s whopping difference between 


Finally, don’t overlook the importance good will—the 
consideration which begets enthusiastic cooperation your 
printer-relations. This involves, among other things, being 
reasonable about delivery dates. insist the impractical 
the impossible results one two things: (1) ill will, because 
the printer unable meet the date demanded; (2) poor 


printing, because meeting the date means sacrifice quality. 


experienced buyer printing never demands the impractical, 
because knows can’t win. has discovered, you can, 
that his printer can perform prodigies 

with press his feathers are but stroked the right way. 


& CAPITOL 2-95067 ° M&M BUILDING HOUSTON 2, TEXAS 


COPY FROM ‘'BETTER IMPRESSIONS,’’ COURTESY MEAD PAPER CORPORATION 


the cost retyping copy and the cost resetting type. 


for top layer real merchandise. 
The probable production quantity 
will 15,000, but the price must 
kept under 60c. 

are familiar with the kind 
results which can obtained from 
gelatine and processed printing plus 
shallow embossing. not think 
this what want. are look- 
ing for method deep embossing 
molding that comes close 
possible being striking resem- 
blance the real thing. 

ARNOLD 

Dir. Marketing Services, Silton 

Bros. Inc., Boston 


Stock Cuts 


are currently faced with 
problem for which have been 
unable find solution. would 
seem logical that somewhere there 
supplier engravings who 
would able offer complete 
selection trademarks, industry 
cuts, atmosphere cuts, specific slo- 
gan cuts, etc. 

Our need for such engravings 
constant. Unfortunately, have 
abreast the many changes, par- 
ticularly trademarks and trade 
names, that occur each year. 
there such supplier who can 
sell wide variety useful and 
current cuts, such have out- 
lined, would indeed wel- 
come name know. 

This letter has been directed 
you because understand- 
ing that you have found solutions 
the production problems other 
troubled souls. will sincerely ap- 
preciate any help you can give me. 

Adv. Mgr., The Todd Co., Roch- 

ester, 


Taxicab Posters 


Could you possibly advise 
any sources brackets 
which could used mount 
rectangular advertising message, 
approximately 30x15”, the back 
cab? 
SAYERS 
Asst. the Pres., O’Brien Ad- 
vertising Ltd., Vancouver, 


Perfume Capsules 


Sometime ago advertiser of- 
fered your pages sample perfume 
capsules which can given away 
advertisers open house events, 
etc., Could you please send the 
address this firm? 
Burt KAUFMAN 
Gunnar Myrbeck Co. Inc., 
Quincy, Mass. 


new web-fed offset press 


Flexibility and economy color printing, 
plus new imprinting and price change facilities 


COMPLETE SERVICE just added new perfecting offset 


press that greatly increases our web-fed ca- 
pacity. Ideal for black and white, spot color 
full color runs 50,000 more. prints 
64-page sections, size (or 
multiples), rated speed 20,000 sec- 
tions per hour. Whatever your printing needs 
magazines, catalogs colorful broadsides 
let show you what can do. 


From art mailing 


Intelligent produc- 
tion counseling 


Finest web-fed off- 
set and letterpress 
news-color printing 


your 


with Crescent Illustration Board 
Cut sketching time, cut errors with 
Crescent illustration board—the board 
famed for its hard, white surface 

and ease erasure. 

Write for free samples today, 


CHICAGO CARDBOARD 
1240 Homan Ave., Chicago 
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SOLVED 


Have you solved work-a-day problem simply and effectively? Tell how, 
not more than words, with pictures drawings where possible. 
VERTISING REQUIREMENTS will pay $10 each for items published here. Send 
materials Editor, ADVERTISING REQUIREMENTS, 200 Illinois St., Chicago 
11. material will returned unless specifically requested and accom- 


panied return postage. 


Distinctive Releases 
Achieved Low Cost 


Needing distinctive “Newslet- 
ter” for our dealers and distribu- 
tors that would double at- 
tention-catching publicity release, 
found the solution tie-in 
with our company name, 
France, and cost next nothing. 

merely used the term “News 
from France” and changed the color 
the paper avoid any confusion, 
since our dealers frequently receive 
copies our releases. 

Everybody seems like our 
“headline,” and this way one piece 
artwork has effectively accom- 
plished the job two for us. 

Adv. Sales Promotion 
France Refractories Co. 
Snow Shoe, Pa. 


BEND 


Artwork Hard Find? 
Hang Closet 


Filing artwork always prob- 
lem, frequently expensive and 
often tiresome. experience, 
commercial art files are very expen- 
sive and don’t always cut down 
hunting time. 

solved our problem with 90c 
worth shower curtain hooks. 
cut off one side each and bent the 
straight shank right angles. 
then bought two lengths angle 
iron, $1.08, which mounted 
14” from the wall and 24” apart. 

punched holes bristol 
boards with paper punch, but 


had invest $1.50 leather 
punch for punching holes heavier 
illustration boards. 

Index cards, made 
slipped over the angle iron, and di- 
vided into alphabetical sections. 
The average account could held 
one hook, shifting the large 
end for the more active accounts. 

Don NEPEAN 


Art Director, Miller, Ogle 
Myers Advertising, Spokane, 
Wash. 


Newspaper’s Front Page 
Makes Impact Mailer 


After managing get our “Jam- 
boree” story the front page 
our local newspaper, our next prob- 
lem was how best merchandise 
this unusual opportunity. 

our national accounts, yet mailer 
mentioning the story, which would 
not have been read across the coun- 
try, was obviously not enough. 

solved the problem effectively 
contacting the print shop owned 
and operated the newspaper and 
arranging for them hold the front 
page matrices. 

then had the front page re- 
printed with red overprint with 
the story’s headline and plug for 
plus large arrow pointing 
the story itself. 

Thus, simply, effectively and eco- 
nomically, had impact mailer 
that aroused immediate and lasting 
attention. 

Howarp 

Promotion Director, WWVA, 

Storer Broadcasting Co., Wheel- 

ing, Va. 


Finds Padded Path 
Out Mail Dilemma 


Stuck with self-mailer that was 
too narrow easily sealed with 
wafer its right edge, found 
ourselves beating the bushes for 
way out our dilemma. 

Stapling the edges together was 


out, and the use envelopes, while 
adequate, would certainly defeat 
our original idea. Al- 
together looked very much 
have order the job re-run 
till someone thought padding 
compound, the glue used the 
edge scratch pads. 

used the coating the right 
edge the folding pieces, after 
having trimmed the edges they 
were even. 

The results provided with self- 
mailers that were sealed firmly 
enough withstand trip through 
the mails, yet were easy open 
the receiver. 

Breck Jr. 

Bridgeport Brass Co., Bridge- 

port, Conn. 


Eliminates Photography 
Cut Catalog Costs 


watches for black white, 
limited-run catalog very 
limited budget. 

Since the ordinary cost such 
operation was far above our budget 
limitations, decided prepare 
our engravings direct from the mer- 
chandise. 

supplying the actual merchan- 
dise our engraver, were able 
have each watch photoengraved 
directly copper the same en- 
graving process that 
piece artwork would follow. The 
engravings were then etched for 
highlights, lined and mounted 
five row. 

Through this method managed 
completely eliminate the cost 
photography and retouching and 
produce attractive catalogs well 
within the means our tight 
budget. 


Harry 
Ad. Mgr., Helbros Watch Co., 
New York 


Solved 


SILLY, IT, 
TAKE 
NEEDLESS 
RISK? 


Taking risks, with little nothing gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need minimize eliminate taking 
chances rely the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
color positives that will reproduce with fidelity the specialty 
the best possible service monotone gravure, 
it’s SUPERTONE...Each maintains unmatched reputation for offer- 


ing the accuracy and dependability needed gravure preparation. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING COLOR 


West 60th St. 
NEW YORK 23, 
Phone: 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE CHART-PAK 


Tapes, Templates, 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing that can 
fixed with touch, removed and re- 
placed easily. All can reproduced 
any standard method. 

You can get tapes— opaque and trans- 
parent—from 1/32” wide—in 
colors—over printed patterns and 
designs. 

There’s also wide assortment office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
transparent and opaque plastics, with 
printed reproducible non-reproducible 
grids aid laying out the material. 


The Versatile Draftsman 


CHART-PAK, INC. 
5-26 River Road, Leeds, Mass. 
Please send information. 
NAME 
co. 
TITLE 


Please give the name the local supplier 
from whom you would like buy Chart- 
Pak material 


for ADMEN 


Elements Color Professional 
Motion Pictures, the Society 
Motion Picture and Television Engi- 
neers, 42d St., New York 36, 
104 pages, $3.50 The members 
the Society are those who, according 
the foreword this interesting 
treatise, have the scientific know- 
how color photography. This 
book their effort bridge the gap 
between them and those who have 
the artistic approach. While the So- 
ciety referring the many artists 
and craftsmen who work the 
studio, the book equally appli- 
cable the adman who neces- 


sarily concerned with color. 


The book starts with discussion 
color fundamentals and the char- 


acteristics color, goes into the 


various color films and processes 
that are available, and then gives 
practical suggestions for various 
kinds color photography. un- 
derstanding some the technical 
problems, here explained non- 
technical language, will lead 
smooth relations with photographers 
and more effective results. 
There are full-page illustra- 
tions color, which help clarify 


the more complex effects 


that you can run into dealing 
with this tricky art. 


Film Commercials 1956 


Ross Reports—Televi- 


sion Index, 551 5th Av., New York 
17, pages, $7.50 you ever 
need know anything about filmed 
television commercials, this mimeo- 
graphed booklet probably has the 
facts. Part Ross’ regular sub- 


service, this booklet can 
bought separately. includes 


lists, complete available any- 


sponsors who have used 


filmed commercials, agencies which 
have bought commercials for their 
clients, and studios which have pro- 
duced them. each case lists 
detailed credits under each name. 
addition, lists the key personnel 
and facilities most film produc- 
tion studios that have been active. 


The Law Literary Property, 
Philip Wittenberg, The World Pub- 
lishing Co., Cleveland, 284 pages, 
lawyer who writes legal subjects 
without becoming ponderous and 


abstruse. Mr. Wittenberg covers the 


history and the present status 
copyright, citing examples and 
anecdotes that point the meaning 
legal decisions. 

While most his discussion 
devoted purely literary produc- 
tion, the terms the law pertain 
advertising well, and Mr. Wit- 
tenberg brings references the 
peculiarities advertising copy- 
right whenever pertinent. 

While only the courts can ulti- 
mately decide dispute, this book 
will serve guide point out 
the danger areas the fields 
testimonials, use individuals’ pic- 
tures advertising, piracy 
ideas, and many other problems 
that come across the desk ad- 
vertising executive. 


Books for the Advertising and Mar- 
keting Man, the Bureau Re- 
search and Education, Advertising 
Federation America, 250 
57th St., New York 19, pages, 
one used. should within 
arm’s reach every adman. Ac- 
cording the foreword, de- 
signed fairly complete list 
pertinent books published during 
the last twenty years. Most titles 
included can still bought from 
the publishers, whose addresses are 
listed appendix. few vol- 
umes, considered especially 
able, are listed even though they 
are out-of-print. 

The titles are listed according 
subject, being assigned one 
more the classifications. 

Whether you are looking for 
specific book for the answer 
specific question, build your 
personal company advertising 
library, this should good start- 
ing point. 


Making Your Sales Presentation 
Sell More, Edward Hegarty, 307 
pages, McGraw-Hill, New York, 
$4.95 This fast-reading book 
training expert has all the di- 
rectness sales talk tape. 
the author’s own count offers 
838 ideas for more powerful sales 
presentation. spells out the three 
parts any presentation Chap- 
ter One: what the prospect hears; 
what sees; what does. then 
goes elaborate the ways 
talk, listen and demonstrate your 
way better selling. Chapter 
with its hints building your own 
visual aids particularly good. The 
author isn’t afraid repeat his 
points for clarity and emphasis. 
writes with enthusiasm and convic- 
tion, peppering his sales story with 
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PAPERS 


THESE LEADING PAPER MERCHANTS SELL 
THE FAMOUS 


ALABAMA 
Birmingham The Whitaker Paper Co. 
Mobile The Partin Paper Co. 
Montgomery W. H. Atkinson Fine Papers 
ARKANSAS 
Little Rock Roach Paper Co. 
CALIFORNIA 


Los Angeles 
San Francisco 


Carpenter Paper Co. 
Carpenter Paper Co. 


COLORADO 


Denver Carpenter Paper Co.* 
Graham Paper Co. 
CONNECTICUT 
Hartford John Carter Co., Inc. 


John Carter Co., Inc. 
DELAWARE 
Whiting-Patterson Co., Inc. 
DISTRICT COLUMBIA 


New Haven 


Wilmington 


Washington The Whitaker Paper Co. 
FLORIDA 

Jacksonville The Jacksonville Paper Co. 

Miami The Everglade Paper Co. 


Orlando 


Tallahassee 


The Central Paper Co. 
The Capital Paper Co. 


Tampa The Tampa Paper Co. 
GEORGIA 

Atlanta The Whitaker Paper Co. 

Macon The Macon Paper Co. 

Savannah The Atlantic Paper Co. 

IDAHO 

Pocatello Carpenter Paper Co. 


Chicago Bradner Smith & Co. 
Dwight Brothers Paper Co. 
Parker, Schmidt Tucker Paper Co. 
Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 


Quincy Paper Co. 
Rock Island Cc. J. Duffey Paper Co. 
INDIANA 
Fort Wayne The Paper Co. 


Indianapolis Indiana Paper Co., Inc. 


Carpenter Paper Co. 
Pratt Paper Co. 


Des Moines 


Sioux City Carpenter Paper Co. 
KANSAS 
Topeka Carpenter Paper Co. 
Wichita Southwest Paper Co. 
KENTUCKY 
Louisville The Rowland Paper Co., Inc. 
LOUISIANA 
New Orleans The D & W Paper Co., Inc. 
MAINE 
Augusta John Carter & Co., Inc. 
MARYLAND 
Baltimore Garrett-Buchanan Co. 
The Whitaker Paper Co. 
MASSACHUSETTS 
Boston John Carter Co., Inc. 
The K. E. Tozier Co.* 
Springfield John Carter & Co., Inc. 
Worcester John Carter & Co., Inc. 


Detroit 


Grand Rapids 


Minneapolis 


St. Paul 


Jackson 
Meridian 


Kansas City 
St. Louis 


Billings 
Great Falls 
Missoula 


Grand Island 
Lincoln 
Omaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


For Export 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 


Cincinnati 


Cleveland 
Columbus 
Dayton 
Mansfield 
Toledo 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 
Duffey Paper Co. 
Inter-City Paper Co. 
Duffey Paper Co. 
Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 
Carpenter Paper Co. 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe 
Paper Co. 


MONTANA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 


NEW YORK 


Hudson Valley Paper Co. 
Stephens Co., Inc. 
Hubbs Howe Co. 
The Millcraft Paper Co. 
Forest Paper Co., Inc. 
Holyoke Coated Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 


Dunton Paper Co., S.A. 


Champion Paper Corp., S.A. 
Champion Paper Export Corp. 
Genesee Valley Paper Co. 


NORTH CAROLINA 
Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 
The Millcraft Paper Co. 
The Cincinnati Cordage 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 


The Cincinnati Cordage Paper Co. 


Sterling Paper Co. 
The Millcraft Paper Co. 


FOR FULL INFORMATION HOW THIS ADVERTISEMENT WAS PRODUCED, 
WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


BRANDS 


OKLAHOMA 


Oklahoma City Carpenter Paper Co. 
Tulsa a Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Portland Carter, Rice Co. Oregon 
PENNSYLVANIA 
Allentown 


Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 


Lancaster Garrett-Buchanan Co. 
Philadelphia Garrett-Buchanan Co. 
Mathias Paper Corp.* 
Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
Pittsburgh The Whitaker Paper Co. 
Reading Garrett-Buchanan Co. 


RHODE ISLAND 


Providence John Carter & Co., Inc. 


SOUTH CAROLINA 


Columbia Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 


Sioux Falls Sioux Falls Paper Company 


TENNESSEE 
Chattanooga Bond-Sanders Paper Co. 
Knoxville The Cincinnati Cordage & 
Paper Co. 

Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Co. 
TEXAS 
Amarillo Kerr Paper Co. 
Austin Carpenter Paper Co. 
Dallas Carpenter Paper Co. 
Paso Carpenter Paper Co. 
Ft. Worth Carpenter Paper Co. 
Harlingen Carpenter Paper Co. 
Houston Carpenter Paper Co. 

Lubbock 


Carpenter Paper Co. 


San Antonio Carpenter Paper Co. 


UTAH 
Ogden Carpenter Paper Co. 
Salt Lake City Carpenter Paper Co. 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Co. 
Richmond Epes-Fitzgerald Paper Co. 
WASHINGTON 
Seattle Carter, Rice Co. 
Spokane Spokane Paper Stationery Co. 
Yakima Carter, Rice & Co. of Yakima 
WEST VIRGINIA 
Huntington The Cincinnati Cordage 
Paper Co. 
WISCONSIN 
Dwight Brothers Paper Co. 
CANADA 
Toronto 


Blake Paper Limited 
*BOX WRAP GRADES ONLY 


THE CHAMPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio 


Mills Hamilton, Ohio 


many examples drawn 
past experience. 


Proofreading Publications, 
Grace Langdon, College 
culture, University Wisconsin, 
Madison, Wis. pages, 50c. Far 
more than routine summary 
proofreader’s marks, small 
booklet examines what look for 
when proofreading, how changes 
affect resetting, and how proofs are 
processed. takes the reader figur- 
atively from the copy desk the 
composing room, then back again 
till final page proofs are okayed. 
Although processing differs from of- 
fice office, most readers will find 
ample material here for their own 
application and reference. Detailed 
illustrations cover each step and 
point out problems solved. 


Public Relations Ideas Action, 
edited and compiled Allen 
Center, McGraw-Hill Book Co., 327 
book which the average adman will 
read through once, and then keep 
within easy reach for reference 
p.r. problems come across his desk. 

With its detailed case histories, 
written the responsible execu- 
tive, and its 450 capsule descriptions 
other programs, can serve 
the kick-off point for many cam- 
paign. The author, director pub- 
lic relations, Motorola Inc., has 
added considerably the book’s 
usefulness supplying detailed 
index. 

For example, under the entry 
there are less 
than references, “Refresh- 
and on. adman 
faced with p.r. problem can start 
with the group 
most closely related, and follow 
with search through the index. 
The two approaches, combined, 
should turn more than enough 
ideas kick off program. 
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Remember that client told you 
had eating out hand? 


WHO SAID HIGH COST GOES 


WITH HIGH QUALITY PRINTING? 


serving many 


ice. 


ting needs quality, service and pri 


prin 


ARROW LITHOGRAPHING COMPANY 


satisfied buyers who have found that Arrow answers all 
division Arrow Photo Copy Co. 


possible. better printing for you. Call write 


today for Brochure Printing Samples. 
And ask for quotation your current printing job. 


ground makes better negatives and printing plates 


See for yourself how graphic arts back- 


Repeat orders prove it! 


the 
414 South State Street Chicago 


HArrison 7-9515 


Want improve your tags? 


Use this free check list help you improve your point 
purchase tags. Hints on: design, copy, type, color, etc. 
Based over years experience designing and pro- 
ducing hard-selling tags. Simply cut this coupon and send. 


Address 


THE NATIONAL TAG CO., 337 S. Patterson Bivd., Dayton 1, Ohio 


June 1957 


SWAN 


DYNAMIC 
HOLLYWOOD 
DRAPES 


Custom made meet all your require- 
ments with your trade name and mes- 
sage. Ideal for Conventions, Exhibits, 
Sales Meetings, Store and Window Dis- 
plays and many other uses. 


Easy Ship, Shape, Hang and Drape 
COST LESS THAN YOU THINK 


Ideas and Sketches Furnished Free 


Famous Color-Spectacular Banners 
116 EAST 32ND STREET NEW YORK 16, 
TELEPHONE: 9-4790 


Envelope compartment integral 
pasted on... 
snag pull loose. 


Safety Signal Flap exclusive with 
Du-Plex warns not overlook 
letter face. 


Write for Du-Plex samples and 
prices obligation! 


All meetings listed here are annual con- 
ventions, unless otherwise described 


JUNE 


Graphic 57, Intl. Fair Print- 
ing and Allied Trades, Lausanne, Switzer- 
land 


5-7 National Sales Executives, Bilt- 
more Hotel, Los Angeles 


Advertising Federation America, 
Fourth District, Hotel Fontainebleau, Mi- 
ami Beach 


9-12 National Industrial Advertisers 
Assn., Waldorf-Astoria, New York 


ica, Hotel Fontainebleau, Miami Beach 


America, painted display conference, Hotel 
Sherman, Chicago 


16-19 Engraved Stationery Manufac- 
turers Assn. Inc., French Lick-Sheraton, 
French Lick, Ind. 


16-19 Poster Advertising Assn. 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 


16-19 Newspaper Advertising Execu- 
tives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 


Hotel Statler, Detroit 


23-27 National Assn. Display In- 
dustries, Morrison Hotel, Chicago 


24-27 American College Public Re- 
lations Assn., Hotel Fontenelle, Omaha, 


Neb. 


24-28 Advertising Assn. the West, 
Hawaiian Village, Honolulu 


JULY 


4-7 National Assn. Advertising Dis- 
tributors, The Greenbrier, White Sulphur 
Springs, Va. 


20-23 Natl. Audio-Visual Convention 
Exhibit, Morrison Hotel, Chicago 


Del Prado Hotel, Chicago 


28-Aug. International Graphic Arts 
Education Assn., Rochester 
Technology, Rochester, N.Y. 


AUGUST 


Intl. Assn. Printing House 
Craftsmen Inc., Buffalo 


15-16 Chicago Business Publications 
Assn., Circulation Seminar, Edgewater 
Beach Hotel, Chicago 


23-27 Advertising Specialty Natl. 
Assn., Palmer House, Chicago 


R.O.P. Color Advertising 

Sponsored American Assn. News- 
paper representatives, ROP Color Con- 
ference Committee, 360 Michigan 
Av., Chicago; award from Editor 
Publisher. Covers national ads published 
between Oct. 1956 and May 31, 1957. 
Newspapers will receive awards for best 
reproduction; agencies clients, 
merit certificates. 

Closes June 30, 1957 


Direct Mail Leaders 
Sponsored Direct Mail Advertising 
Assn. Inc., 57th St., New York 22. 
Covers material produced between Aug. 
1956 and July 15, 1957; eligibility 
not restricted members. addition 
Gold Mail Box trophy for direct mail 
campaign, this year awards will given 
mail order, low-budget, house publica- 
tion and letter campaign categories. 

Closes July 15, 1957 

Hot Dogs Ads 
Sponsored Tee-Pak Inc. part 
Natl. Hot Dog Month. Information from 
Gordon Winkler, Daniel Edelman 
Associates, 437 Merchandise Mart, Chi- 
cago 54. Covers advertisements appear- 
ing between January and August 


portraying but not advertising hot 
dogs. 


Closes August 31, 1957 


Lithographers’ Self-Advertising 
6th annual, sponsored Printing Indus- 


try America Inc., 5728 Connecticut 
Ave., NW, Washington 15, and Miller 
Printing Machinery Co., 1117 Reedsdale 
St., Pittsburgh 33. Covers advertising 
programs letterpress, lithographic, 
gravure, silk screen and allied process 
printers completed between Sept. 28, 
1956 and closing date. 

Closes September 13, 1957 


Changeable Sign Installations 
Sponsored Wagner Sign Service Inc., 
218 Hoyne, Chicago Covers 
stallations using Wagner changeable let- 
ters and mounting equipment. Open 
sign companies and their employes. 
Prizes awarded for best photos 
signs; also for best statements how 
Wagner products increased business for 
sign company its customer. Prizes 
will 10% higher for entries received 


before July 1957; before October 


Closes February 21, 1958 


The winner the contest, 216 picas, 
114 picas, 194 picas! 


SEND YOUR CATALOG 
you 


Proofs any copy layout seconds 


Your own any lighting conditions 


TRANSCOPY faithfully reproduces every detail any 
layout you perfect proofs every time 


the-spot copies layouts, reference material any Room 1634, 315 Fourth Avenue 

original whether written, printed drawn, black 


white colored, opaque translucent. TRANSCOPY 
copies all colors, pen and pencilings. Multiple prints 


want free Case History CH1107. 
NAME TITLE 


can made from single negative. The cost per print COMPANY, 

just few cents! ADDRESS 
matter what phase advertising you’re in, 


tive—save you time and dollars. Read how successfully 


works proofing layouts for Intaglio Service Corpor- Remington. 


ation. Write for illustrated folder CH1107. DIVISION SPERRY RAND CORPORATION 
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NAZ-DAR 
FAST-DRY 

SILK SCREEN INKS 
MAKE YOUR 

DISPLAYS, 
COUNTER CARDS, 
AND 

WINDOW BANNERS 
BETTER 

THESE WAYS 


deep, brilliant, 

lasting color areas 
which attract 
eyes... 

make sales! 


perfect 
color match 
assures you 
continuous and 


entification! 


minimizes offsetting 
during long periods 
storage! 


virtually eliminates 
chipping during 
die-cutting! 


specify NAZ-DAR 
fast-dry silk screen 


FREE COLOR CARD! 


Write for two 5500 color cards showing all 
colors. Keep one your desk and give 
the other your silk screen printer. 
have perfect color reference for all your 
silk screen display jobs. 


Consult silk screen printer for 
elpful suggestions. 


the NAZ-DAR company 
Milwaukee Avenue 


SEPTEMBER, 1957 


Sept. 1-8 
National Child Safety Week spon- 


sored American Safety League, 
Main St., Plaistow, N.H. 


Sept. 1-30 
American Home Lighting Fixture Month 
sponsored American Home Light- 


ing Institute, 140 Dearborn St., Chi- 
cago 


Child Foot Health Month sponsored 
National Foot Council, 
Phoenix Building, Rockland, Mass. 


National Better Breakfast Month 
sponsored Cereal Institute 135 
LaSalle St., Chicago 


Steel Kitchen Cabinet Month spon- 
sored Steel Kitchen Cabinet Mfrs. 
Assn., 1006 Engineers Bldg., Cleveland 
14. 


Sept. 


Labor Day sponsored the Amer- 
ican Federation Labor, Congress 
Industrial Organizations, AFL-CIO Bldg.. 
Washington. 


United Community Campaigns Amer- 
ica sponsored the United Com- 
munity Funds and Councils America 
Inc., 345 East 46th St., New York. 


Sept. 8-14 
Fall Millinery Week sponsored 
Millinery Institute America Inc., 1450 
Broadway, New York 18. 

Sept. 14-22 


National Home Week sponsored 
Natl. Assn. Home Builders, 1625 
NW, Washington. 


Sept. 15-21 


National Civil Defense Week spon- 
sored Federal Civil Defense Admini- 
stration, Battle Creek, Mich. 


Sept. 15-23 


National Soft Water Week spon- 
sored Water Conditioning Founda- 
tion, LaSalle St., Chicago 


Sept. 16-20 


Visit Your Dealer Week sponsored 
Institutions Magazine, 1801 Prairie 


Av., Chicago 16. 


Sept. 16-21 
Sam Blake, 380 Madison Av., New York 


Sept. 16-22 
Anthracite Week sponsored An- 
thracite Industry Council, 342 Madison 
Av., New York 17. 
National Sweater Week sponsored 
Natl. Knitted Outerwear Assn., 386 
Fourth Av., New York 16. 


Sept. 


Citizenship Day (presidential procla- 
mation). 


Sept. 17-23 
Daughters the American Revolution, 
1776 St., NW, Washington. 

Sept. 
National Chiropractic Day sponsored 
Natl. Chiropractic Assn., National 
Bldg., Webster City, Ia. 

Sept. 22-28 


National Dog Week sponsored 
Natl. Dog Welfare Guild Inc., 114 
32nd St., New York. 


National Business Women’s Week 
sponsored Natl. Federation Busi- 
ness and Professional Women’s Clubs, 
1790 Broadway, New York 19. 


National Television Week sponsored 
NARTB, 1771 St., Washington 
TvB, 444 Madison Av., New York: 
NARDA, 1141 Merchandise Mart, Chi- 
cago 54; RETMA, Wyatt Bldg., Wash- 
ington 


100% Pure Maple Syrup Week 
sponsored 100% Pure Maple Syrup 
Institute, St. Johnsbury, Vt. 

Sept. 22-29 
National Tie Week sponsored 
the Men’s Tie Foundation Inc., 432 
Fourth Av., New York 16. 

Sept. 24-29 
Anti-Freeze Week (North) spon- 
sored Zerone Zerex Anti-Freezes, 
Pont Nemours Co., Wilmington, 
Del. 

Sept. 


Natl. Cranberry Assn., Hanson, Mass. 


Kids’ Day sponsored Kiwanis 
Intl., 520 Michigan Av., Chicago 11. 


New Advertising Film 
Available for Showings 


Entitled “Avenues for Mass Sell- 
ing,” new 16mm sound, color mo- 
tion picture film being released 
for free-loan showings 
Graphic Arts and Advertising Guild, 
Milwaukee. 

According the Guild, the pic- 
ture was produced with eye 
better understanding all phases 
printing, advertising and allied 
graphic arts. 

Additional details can obtained 
from the Graphic Arts and Adver- 
tising Guild, 704 Wisconsin Ave., 
Milwaukee 


idea 


Almanac 


THE PRINTING AND LITHOGRAPH EXECUTIVE OFFICES CINCINNATI 12, OHIO 
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NEW PINK, LIGHT BLUE, AND LIGHT GREEN 
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COMPANION Sorg Paper... 


Identical to LEATHER EMBOSSED 
in its base paper and range of 
12 colors and White, Sorg's 
PLATE FINISH offers a striking 
contrast with its gleaming smooth 
surface. 


us par 


WHITE SOREX CREAM SOREX LEATHER EMBOSSED COVER PLATE FINISH COVER EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE TENSALEX MIDDLETOWN POST CARD 410 TRANSLUCENT 
No. JUTE DOCUMENT GRANITE MIMEOGRAPH SORG'S BLOTTING 
Offices NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 


June 1957 
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COVER 


Always popular choice for its leather-grain 
finish and wide range Sorg’s Leather Embossed Cover 
now even greater demand with the addition three new 
pastel colors its line. 

Created especially for those cover uses where delicate shade 
color more appropriate than the deeper colors the line, the 
new Pink, Light and Light Green LEATHER EMBOSSED 
have made instant hit with printers and advertisers. 

Ask your paper merchant for samples these attractive new 


colors today. 
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The story behind one the most successful continuing promo- 


tions recent years the Budweiser team prize Clydes- 
dale horses. 


Mildred Weiler 
St. Louis Correspondent 


one has remind the public 
think Budweiser beer when 
sees Clydesdale horses. just nat- 
urally does. 

Since the first eight-horse hitch 
pulled beer wagon Fifth Ave., 
New York City, 1934, and de- 
livered case Bud the late 
Governor Smith, Anheuser- 
Busch Inc. has built lasting pro- 
motion through the multi-use 
single theme. 


Following their New York City 
debut, the Scotland-bred Clydes- 
dales have traveled around the 
country green and red (A-B 
colors) motor vans, making one and 
two day stands almost like circus. 


one year they travel approxi- 
mately 20,000 miles and appear 
cities. 

The Clydesdales have been part 
Anheuser-Busch advertising for 
the past years, and today repro- 
ductions the Clydesdale hitch 
appear 


outdoor spectaculars 
sheet posters 
beer cartons 
full-color post cards 
commercials 
tavern displays 
shadow boxes 

other fringe tie-ins. 


Biggest impact, however, comes 
from the personal appearance the 
Clydesdales. Reminiscent era 
when power pull load was 
the strength, coordination and grace 


animal, instead the horse- 
power under steel hood, the eight- 
horse hitch has nostalgic appeal 
the old-timers and contagious 
thrill excitement and interest for 
the younger generation. 

showmanship surrounds each ap- 
pearance the team. When the 
eight-horse hitch scheduled 
show city town, the whole- 
saler there the 
brewery’s St. Louis office. The hitch 
may coming the city for 
appearance fair, exposition 
parade. 

While there, can also make 
the rounds the wholesaler’s terri- 
tory, the wholesaler wants it. And 
invariably does. Or, the whole- 
saler may request the hitch make 
appearance his city just for 


e 


him. Bookings for the horses, how- 
ever, are made months advance. 


Once booked, the wholesaler then 
notifies his distributors and the ball 
starts rolling. Three four weeks 
before the personal appearance date, 
full-color outdoor poster the 
horses appears the vicinity an- 
nouncing the forthcoming appear- 
ance. some instances, the whole- 
saler ties with logo his name 
one corner the poster. 

Local tavern keepers tell their 
customers, and talk the Clydes- 
dales. Lighted shadow-box signs 
the horses bars also create cus- 
tomer interest the team. point- 
of-purchase card, containing the 
history the Clydesdales also 
prominently displayed the tavern. 
The Clydesdales and Budweiser be- 
come more and more synonymous. 

Window displays, announcing 
when and where the horses will ap- 
pear, are also provided for the tav- 
ern keeper and for package stores, 
grocers, etc. 

the day the team arrives, the 
tavern owner also has his picture 
taken with the hitch. This gives him 
something show his customers 
long after the team leaves. 


true celebrity style the Clydes- 
travel with staff eight 
men: supervisor, driver, four 
grooms, and two tack men. The bay- 
colored animals are brushed, rubbed 
and curried their coats shine. 
Each horse’s tail braided and 
knotted and tied with red and 
white ribbon with double bowknot 
fanned out into rosette. Red and 
white ribbons are also braided into 
the black manes the animals’ 
tremendous arching necks, and four 
five red and white flowers are 
twined into the manes. 

The massive, shiny black leather 
harness with its brass studs and 
buckles practically irreplaceable 
and priceless. 

The animals have perfect mark- 
ings, white stockings from hoof 
knee, and white blaze down the 
face. Each weighs about 2,000 pounds 
and stands hands high 


Colorful Caravan 
Five trucks, 
brightly painted, 
carry the horses 
from city city 


Outdoor Spectacular The Clydesdales come right you this three-dimensional 
poster. This just one various uses the theme outdoor signs. 


(which about six feet tall the 
shoulders), and eight years old. 
Their height the top the ears 
about seven and half feet. 


Karl Reichmuth, the Swiss driver 
who travels with the team, has 
assistant driver, and big Dalma- 
tian dog and chimpanzee who ride 
with him the driver’s box the 
wagon. When Mr. Reichmuth takes 
the eight pairs reins his hands, 
performance the best tradition 
show business under way. The 
horses respond instantly the 
driver’s signals executing figure 
eights, side-steps, gait changes and 
other difficult maneuvers with 
ease that particularly arresting 
because the size the animals 
and the sledge-hammer-like pre- 
cision their massive hoofs. 

The idea using champion horses 
advertise beer brain child 
the late August Busch Sr., who 
got the idea while attending horse 
show Chicago 1933. 

the Busch farm near St. Louis, 
livestock experts today are doing 
careful and scientific breeding job 
develop local strain Clydes- 
dales and provide constant re- 
placement. 

The team eight Clydesdales 
tour most the time. Two extra 
horses always travel with the show 
“spares.” After eight years 
performance the show team, the 
Clydesdale turned out pasture 
the Busch farm. 


Extraordinary both size and 
performance, the Clydesdales are 
excellent ambassadors good will, 
both for the brewery and for the 
city St. Louis. Since 1953 they’ve 
pulled the Anheuser-Busch “City 
St. Louis” entry the Tournament 
Roses Pasadena. 

Last fall during the month-long 
Mid-America Jubilee the St. 
Louis riverfront, the team made 
regular appearances the exposi- 
tion and also promoted the Jubilee 
itself parading around the down- 
town streets St. Louis. 


heuser-Busch the promotion the 
Clydesdales goes daily. Visitors 
the Anheuser-Busch brewery 
St. Louis are given one-fold full- 
color post cards containing picture 
the team and wagon and facts 
about them. mailing piece, 
estimated that millions people 
throughout the United States have 
received this post card introduction 
the Clydesdales. 

Consistent promotion like this 
paying off. good will, public 
identification, brand recognition, 
the Anheuser-Busch Clydesdales 
have become one the company’s 
most solid assets. 


How Plan Your Program 


Paul Zucker, Ruder Finn, 
outlines practical approach. 


How Build Sales with Premi- 
ums 


The story General Petroleum 
and its use premiums. 


Preparing Press Releases for 


guide getting your news 
films television. 


| | we 1se r 


All 


the maximum 


Product Publicity 


There’s many angle new product, and 


you must work them all for the most linage. 


John Advent 
Director Public Relations 
McCallister Co. 
Youngstown, Ohio 


and consequently wealthier—free- 
lance article writers know take 
basic story idea and rewrite sev- 
eral times, collecting checks from 
several different publications. 

Each time they rewrite the basic 
facts they apply new slant, giving 
the original story idea fresh, dif- 
ferent approach. 

Product publicity men could take 
page out their book. 

with considerable 
success. 

Let’s take case point. 


The agency work for handles 
the Hull Auto Compass account. 
Several months ago the compass 
was redesigned. was improved 
from every standpoint, inside and 
out. improved system mount- 
ing the compass was included, and 
bulb for the two types car elec- 
trical systems were extolled 
the motoring public. 

developing the new Hull 
models the manufacturer had also 
solved the problem magnetic in- 
terference cars, and had simpli- 
fied compensation point where 
only coin was required adjust 
it. Compensation compass sets 
the dial pointing the right direc- 
tions. 

addition, the manufacturer 
wanted stress that the new Hulls 


were not only suitable for use 
cars but boats and small aircraft 
well. 


program releases was or- 
ganized which the basic facts 
were taken and rewritten 
several times, each with different 
slant, and directed variety 
editors. 

First, there was general an- 
nouncement the improvements 
the new Hulls, directed auto- 
motive trade books. this all 
the technical aspects were pointed 
out. 

This story was simplified with 
emphasis the new mounting 
bracket, improved compensation 
and color selection, and sent auto 
editors some 200 newspapers. 
Along with the story went picture 
showing the possible ways the Hull 
could installed car—on the 
windshield, along the windshield 
moulding, and conjunction with 
the rear view mirror bracket. 

Just before the vacation season 
broke, another story was written, 
pointing out that motorists travel- 
ing strange places could save 
time and mileage, lost, using 
compass point their cars the 
right direction. four-part picture 
was also included which showed 
possible motoring hazards such 
traveling heavy traffic strange 
cities, taking detours, driving bad 
weather, etc. 

the boating writers maga- 
zines and newspapers sent 
story the suitability Hulls for 
use boating, pointing out that the 
Hulls, while effective regular 


marine compasses, were less expen- 
sive. Since boat dashboards look 
more and more like car dashes, 
picture was included show how 
easily the Hull could installed 
and viewed boaters. 


Aluminum primary metal 
the manufacture the Hulls. 
special piece was written for 
metal trades magazine pointing out 
the use aluminum popular 
motoring accessory. 

For automotive trade book 
ghosted special “How Sell Car 
Compasses” article for the signature 
the sales manager the Hull 
Company. 

Other special features included 
article packaging magazines 
explaining the new Hull cartons. 
This resulted magazine picking 
the Hull firm one the few 
the auto accessory field using effec- 
tive merchandising with package 
design. 

The mechanisms the Hull com- 
passes are enclosed plastic 
shell. The chemical publications re- 
ceived information detail this 
element the Hull manufacturing 
process. 

the works article, which 
will accompanied pictures, 
explaining how owners small air- 
craft can use Hull compasses. 

Other ideas will also devel- 
oped. 


demand for the product and 
use our material are indications, 
then touched all bases scor- 
ing successful product publicity 
campaign for Hull. 
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PHILADELPHIA 


CINCINNATI 


the one 
that 
your eye 
the one 


COLOR 


coler compels attention 


coter becouse 


| in Baltimore only the NEWS-ROST 


offers ROP color te moke your 
product more ottractive sates 
more ceortam + profs more positive 


vita 


AMERICAN 


Los Angeles (above) John Flack, AD, for Cal. Dairy Industry Baltimore Stan Mossman for Hearst 
Philadelphia (below) Storz George Dukes, ADs, for Merck, Sharp Dohme Corp. 


CHICAGO 


MILWAUKEE 


MONTREAL 


BOSTON 


LOS ANGELES 


NEW YORK 


guided tour the year’s best advertising art, selected from 


shows from coast coast, plus commentary. 


The following imaginary discus- 
sion based actual conversa- 
tions and statements many people 
advertising, but unless specifi- 
cally attributed individual, 
responsibility for the statements 
made remains with AR. 

The setting AR’s conference 
room. Posted the walls and 
strewn all over the long table are 
glossies, sent Art Directors 
Clubs from all over the country. All 
them were medal winners their 
own shows, and the small commit- 
tee has been going over and over 
them, trying detect pattern, 
trend. 


New York Philadelphia 
AD, for Beers. 


Paul Darrow, 


(Somewhat wearily): Well, 
what you think? 


don’t see anything 
especially new striking. 


Art think agree. 
There don’t seem any real 
surprises. All over the country, you 
see the same techniques which were 
original just few years ago. 
Blind embossing 
and more and 
photography. Designers are tending 
make fashion out interesting 
approaches and use them 
steadily that they’re longer in- 
teresting. 


for Crosley Broadcasting Co. 


i 


Larry Zink, AD, 


MIAMI 


Isn’t this natural result 
our current pressure conform? 


Maybe, but think 
there’s another reason for the lack 
originality. These shows are get- 
ting too inbred. 


Art think ought re- 
sent that remark. 


You should it’s 
aimed the tendency art direc- 
tors design for nobody but other 
art directors. 


Art That’s simply not 


true. 
Just let finish, 
New York Bill Sokol Louis 


Silverstein, ADs, for N.Y. Times. 


=? 


See Section Sunday 


if] \\\ A 


please. Take look the way any 
these shows put together. 
Art Directors Club sends out 
announcement its members, and 
entries come pouring in. commit- 
tee art directors screens the en- 
tries, and then some other art di- 
rectors spend hour two look- 
ing the exhibit, and dole out 
awards. 


Art That’s correct, 
crude way, and what’s wrong with 
it? Why shouldn’t art directors pick 
out what they think are the best 
designs? Who should better 
position judge? 


all art directors held the same opin- 
ion. One the things that wrong 
with this system that there are 
real criteria which the awards 
are made. Some people know 
even enter competition until 
they know who’s going judge 
and then they pick their entries 
accordingly, match the personal 
prejudices the judges. 


Art guess never 
attended critique, which the 
judges comment their selections. 


Yes, have, and 
ever there was unclear use lan- 


Let’s stick the question 
criteria, which think impor- 
tant. What are the criteria good 
design advertising? 


Art The president the 
Philadelphia Club put well, 
think, when opened their 22nd 
show while ago. said, near- 
can remember, that today’s 
designs are immediate their ef- 
fect. They put across the mood, the 
story, the selling point, and even 
the brand itself, without using 
single word. 


like that. must reading the 
wrong publications. 


Art just not read- 
ing. Visual advertising has made 
such pronounced success that it’s 


Boston (far left) Jacques 
DunLany, AD, for Coca Cola. 


Page for Soto Paint Var- 
nish Co. 


Milwaukee (right) Albert 
Jacobs, AD, for Massey-Harris. 


Baltimore 
George Adams for Joseph Katz 
Co. 


being used the top advertisers. 


Another statement 
inclined doubt. But even 
it’s true, how the judges know? 
Let ask you question. Doesn’t 
each have And 
shouldn’t you measure the effective- 
light its contribution that pur- 
pose? 


Art Sounds reasonable, 
but I’m little suspicious what 
driving at. 


Very simple. you 
agree, than you must admit that you 
can’t judge any element ad, 
including its design, without know- 
ing the purpose the ad. 


Art What’s your point? 


Directors’ Show, account taken 
the purpose the art. The 
screening committee knows little 
the whole campaign, the judges 
even less. Even the artist studio 
which enters the piece may never 


Toronto (left) Leslie Tre- 
vor, AD, for United Paper Mills 
Ltd. 


Minneapolis-St. Paul (right) 
Walker. 


Hiram 


FHE EAR 


your shure of the replacement marker 


PARTNERS 


~ 


have talked the client. 


Art This isn’t important. 
The design poster, for example, 
can judged isolation. The 
standards, any one moment, are 
absolute. One can recognize good 
drawing, illustration, and ideas. 


you have absolute 
standards. But nobody can tell what 
they are. You have the 
shows and guess. result every- 
body makes like last year’s winners. 
Art There’s some truth 
that. Imitation is, course, 
form flattery, but doesn’t lead 
excitement and originality. 

That’s the point that 
Nick Samstag, Time’s promotion di- 
rector made. was talking di- 
rect mail, but think his remarks 
have far wider application. laid 
the low prestige direct mail 
the lack originality, approach, 
copy, design, everything. 
Whose fault this same- 
ness, this timidity, you will? 


The Joseph Katz Company - Advertising 


Art Largely the client’s. 
wants something tried and true, 
and insisting that follow 
proved formula, ends with some- 
thing that’s tired and true. pays 
the bills, designers have 
along. 

The designer could 
more towards educating the client. 
we've tried? 

But how? The only 
way, see it, for you pay 
more attention the concept, the 
basic idea. the idea really good, 
the client will more tolerant 
new and interesting ways ex- 
ploiting it. 

Art That’s one way, al- 
though good designer must well 
aware the basic concept, 
can’t good designer. Another 
holding these shows what we, 
art directors, think good design. 
Copywriter: Yeah, but how many 


GLOSSY PHOTOS 


QUANTITY 


make 
what be- 
lieve the 
best genuine 
glossy photos 
the busi- 


ness. 

believe 
this because 
our customers 
say and 
keep coming 
back year 
after year. 

Our prices are competitive. 

Our quality superb. 

Our service unexcelled. 

Try the next time you need 
quantity photos. 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives your prints, $1.65 
per negative. Samples, other sizes, 
prices request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 Clark Street Chicago 10, Illinois 
Dept. J-6 Telephone: chigan 2-5651 


FULL COLOR 


Ansco Film Duplicate 
Transparencies 


8x10 


$7.50 


16x20 


EACH 
2-9 
10-49- 
50-99- 
100 


FOR COLOR PRINTS 
NEW PROCESS 

Fine Quality 
New Low Prices 


SHADOW BOXES 
STOCK 


Any Type Made 
Order Lots 100 More 


MIDDLE WEST DISPLAY SALES CO. 


517 Monroe St. Chicago 


| Weary words Wornout ideas Warmed-over layouts and commercials 
| wre you use them, Ube deeper the rut getsa And stop to think! Your 
ne ad yet can buy frest ideas, thinking, proper presentation 
| o ents get them every day. Want proof? Let's have lunch together ee Mee 
500 42.50 
100 9.50 
6.00 

4.00 
2.22 
50.00 
4.00 9.00 32.50 
3.00 
2.00 


SAVES 


TIME 
TEMPERS! 

ment 
duction 

Viewing Area 

Area 

Area 

Mounted 
Casters 

Hand 
Shadow 


Paper Storage 
Shelf 


Model 
$269.50 


TRAY 


Any Table 
Tabouret 

Removable 
Palette 


$5.98 


Write R-5 for 
details 
nearest dealer 


Manufactured 


GOODKIN co. 


pay heed, all ye. to whom this may conceun 

_ be it Known hencefowwand that “votkawds” 
ewe the new. infinitely superior stock 
foe aleut adventiscas - 
ing mew standavds of aetistay in design, 
Pupers, and punting. youre inqainy ts solics- 
fed samples and othes peutinent data giadiy 
Pevuided upon 


volk coepovation, pleasantuilie, new jeusry 


Cut Your Direct Mail Costs! 
Use Smart, New VOLKARDS 


better job for less with VolKards 
the quality stock cards everyday prices. 
Dozens designs and subjects choose 
including vacation announcements, 
change phone, moving, etc. Blank areas 
can imprinted letterpress, offset, 
mimeograph. Write for FREE SAMPLES and 
prices today. Special discounts 
shops and printers. 


VOLK CORPORATION 


Pleasantville 37, New Jersey 


from 


June 1957 


Paragon Revolute Corporator: 


Rochester 
AD, for Corning Glass Works. 


clients ever take the time visit 
show? Art directors and aspiring 
art directors, yes; account exec- 
utives, some; clients? Darn few. 


Art But they are in- 
fluenced just the same. the 
shows, reports the business 


Cincinnati (right) Carl Wetzel for 
Joyce Inc.; (below) Louis Kabrin, Thomas 
Martin, Peter Denapoli for U.S. Shoe 
Corp. 


(left) Bud Sibley, AD, for Paragon-Revolute 


(right) Chad Hickey, 


press, the acclaim given the 
winners. One other important fac- 
tor: all pieces art directors’ 
show have actually been used; they 
aren’t theoretical experimental. 
Every entry has first run the gaunt- 
let the account executive and 
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polyester fiber. 


trademark for 


Pont’ 


POLYESTER FIBER, COURTESY 
DuPONT NEMOURS COMPANY, INC. 
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GILD THE LILY 


Perfection, man-made things, never attained, yet there 
are many printers, advertisers and agencies who feel that Beckett 
Brilliant Opaque, especially the popular Coral finish, 


the perfect paper for super-quality offset lithography. 


cherish this devotion one our favorite products, 


yet constantly strive more closely approximate perfection. 


The sheet which this insert printed good 
example our ceaseless quest. Its satin-like finish attained 
supercalendering and then embossing. call Satin Shell. 
you see, the dual finishing operation imparts the sheet 
the desirable quality glossiness without limpness. 


Other features this unusual finish are: offers 
exceptional resistance smudges and fingerprints; the lustrous 
surface gives sheen halftone illustrations, especially the 
darker areas; the embossing adds texture the backgrounds 


and illustrations printed piece. 


Beckett Brilliant Opaque supplied 
five book paper weights, three cover weights and 
double-thick. request your paper merchant 


will bring samples your desk. 


Satin Shell finish also available 
Beckett Offset and Beckett Hi-White. 


THE BECKETT PAPER COMPANY 
HAMILTON, OHIO 


Makers Buckeye Cover, Duplex Buckeye Cover, Beckett Cover, 
Spanish Grain Duplex Cover, Beckett Brilliant Opaque Cover, 
Beckett Text Cover, Buckeye Text, Beckett Text, Tweed Text, Beckett 
Vellum, Beckett Offset, Beckett Brilliant Opaque, Beckett Hi-White, 
Greetings, Announcements, Writings and Specialties. 


THIS BECKETT BRILLIANT OPAQUE, SATIN SHELL LB. 
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Blair, AD, for Smith, 
Kline French. 


THOR AS 


Wylie, AD, for Blatz 
Brewing Co. 


If you want water, yeu cam ask for it. 
Tf it’s beer you want, get 


ness. 


looking for 
challenging 
And thanks 


Brewed in Milwaukee fer 105 years 


Rochester 


ting back the fact that there 
still real measure effective- 


Washington (Below) 
son, AD, for 


THORAZINE 


the client before gets screened 
art directors. 


But can’t help get- 


Here are again, and 
might well stop before 
another round. either you has 
something else add, why don’t 
you drop line? I’m always 


something bright and 
for our letters column. 


for helping today. 


Ralph Patter- 
Nation’s Business. 


William Buckett, AD, for 


Eastman Kodak (left); for Gould Pumps 


Inc. (bottom). 


PUMPS AND WATER SYSTEMS 


source for 


Zepp quality photos quantity offer: Prompt 
Service Top Grade Reproduction Low Price 


(100 
ssy Post eat 
8x10 Glossy each (100 


*Complete price list reques 


PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 


SPECIALIZED PHOTO SERVICE 


(Commercial allowed) (1000 just 
apiece) 


COMMERCIAL ENLARGEMENTS 


(any size mounted unmounted) 


WALTZ, 


438 SIXTH ST. N.W., CANTON, OHIO 


astest 


COPY-FITTER EVER! 


what thousands say 

about the famous 
Haberule Copy-Caster! 
Artists, men, printers, editors, 
students swear it. Never 
obsolete. Money back guarantee. 
art supply stores direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AR-245 « WILTON « CONN 


getters: 


Hundreds available. 
Exclusive use. 
priced. 
Write your needs 
and request samples. 


MACK 


Church 
San Francisco 14 


Phone: 7-5377 


always hoped for 
swim 


“Palette keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 


copy. Write to— 
Dept. AR-6 


ARTEST Surrey « 
640° WOODWARD A 
DETROIT 


ANNOUNCING KODAK RTHO FILM 
4 a 


Photography puts double 


With two ideas sell, the Bell Telephone System 


puts color transparencies work telling the 


story the Company’s displays and exhibits 


ELEPHONES colors 
match the home’s décor are 
part modern telephone serv- 
ice. And the idea having one 
wherever will save steps and 
increase privacy becomes more 
and more popular. 
these two messages that 
Bell Telephone wants tell. 
colorful photographic trans- 


parencies they show the tele- 
phones many hues, located 
upstairs and down, wherever the 
family sleeps, works plays. 
always, photography makes 
the story vivid and convincing— 
the people are real, the situations 
authentic. this accuracy 
which makes photography useful 
many ways and such 


powerful salesman for all kinds 
sales jobs—technical, medical, 
scientific 

Some the sales and merchan- 
dising tasks can are listed 
the right. Check them over. They 
are all places where photography 
can effective and convincing 
—and save you time and reduce 
costs well. 


EASTMAN KODAK COMPANY, Rochester N.Y. 


When your story must descriptive 


barreled Sales Talk 


Here are some the ways 


Photography helps build sales: 


Plans and Presentations—Slide films— 
Movies— presentations— Portfolios. 
Advertisements— for magazines— 
Newspaper— Direct mail—Sales and service 
literature—Calendars—Car cards— Billboards. 
Market Research— Product application photos 
buying 
Merchandising ideas— Photocopying charts 

and reports. 

Product pictures—Labels— 

“How to” explanations— Photo lettering— 
Photo composition 
Displays— Background 
photos— Jumbo 
application photos— Demonstrations. 

Trade Shows— Background murals— Motion 
pictures—Slide films— Descriptive booklets and 
pamphlets—Plant and product photos. 

Sales Training and Service—Salesmen’s 
portfolios and bulletins—Stills—Slides— Movies 


telephone wherever it’s needed! 
beautiful colors! These are the 
stories Bell Telephone tells with 
these color transparencies. 


and service manuals— 
Customers’ instruction books. 

Television Production—Set backgrounds 

Spot commercials— Animation. 

Printed 
parencies— Photoengraving— Photocopying. 
Public Relations—Stockholder notices— 
Employee papers— Institutional movies— House 
organs— News releases—Slide films. 


records for storing— Miniature prints ads 

for schedule boards. 


Would you like this 

free booklet on Kodak’s 
new Color Print 

Material Type Write 
Eastman Kodak Company, 


Rochester 


June 1957 
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Project Sharp 
DIRECT YOUR BOARD 


EARNS MONEY FOR YOU EVERY JOB 
The New Model 


Art production costs 
drop, earnings up, 
with Art-O-Graph, 
illustrations; 
visualize layouts; 
“drop keyline ele- 
ments; 
spectives; match let- 
tering; insure accura- 
fast scaling; elimi- 
stats. 
ings! 


Days FREE 
TRIAL—no 
gation, 
freight 
turned. 


Write for 
folder! 


PR. ENGEL, INC. 
728 Wash. Ave., S.E., Minneapolis 14, Minn. 


DIVISION OF 


Photo was retouched and 
cutaway portion was done 
AIRBRUSH 
engineering line 
Airbrushes 
and increase profits when used for 

layout and finished art rendering 

well for highly profitable photo 
retouching. Write for complete informa- 
tion PAASCHE Airbrushes TODAY! 


from 
drawing. 


save time 


Lab 


Research Improves 
Art Materials 


Out the laboratory into the 
studio—that’s the progress some 
this month’s aids for artists. Re- 
search chemistry has put new 
and improved materials their dis- 
posal. Here are some, newly de- 
veloped for the drawing board. 


Easel 
Wheels 


equipped with 
36” wide roll 
white paper for writing and drawing 
has been produced Morris Mfg. 
Co., Dixon, Cal. The paper feeds 
into the easel, from the back, pro- 
viding continuous writing and 
working surface. The device stands 
blackboard height and may 
adjusted any angle—even used 
table. 

The Roll-Easel mounted 
wheels, which may locked into 
position. has base Masonite 
Tempered Presswood. Guide lines 
may ruled the easel surface 
show through the paper. Over- 
uted Educators Furniture 
Supply Co., 5912 St., Sacramento, 
Calif. 


Fluorescent Fluorescent water 
Water Colors colors opaque 
enough 


brushed over black other solid 
colors have been announced Ra- 
diant Color Co., Oakland, Calif. 
These water colors require neither 
white base stock nor white under- 
coat. The color brushes easily and 
adheres well paper, cardboard, 
wood, glass, cellulose acetate and 
many other surfaces, the manufac- 
turer states. 

Because their opacity and 
ready adherence, the new colors 
are recommended for use com- 


mercial artists, art classes and 
hobby crafters. 
Sun-Glo Velva-Glo opaque 


fluorescent water colors come 
eight colors: pink, orange, green, 
red, cerise, chartreuse, orange-yel- 
low and orange-red. 
Further details are available. 
for more details circle 116, page 121 


Waterproof 
Drawing Inks 


Two new inks de- 
veloped Higgins 
Ink Co., Brooklyn, 
conform the special requirements 
acetate and high-finish bristol 
board. Its acetate ink water- 
proof India ink for use the dull 
prepared side acetate sheets 
and other non-absorbent surfaces. 
This also intended for use 


JOSARENT 
LITTLE 
LETTERS 


electronically die cut thick birch plywood 


less costly than hand lettering 


and samples 
ENTERPRISE 

217 ILLINOIS ST., CHICAGO 10, 


Ovals 


different sizes printed 11° 17° 
heavy enamel paper. for paste- 
trace for layouts. Satisfaction 
guaranteed. Minimum order five sheets 
for $5.00. Postpaid. Orders filled im- 
mediately return mail. Hal Barnes 
11114-A Bristol, Hickman Mills, Mo. 


You get IMPACT! With 
photos BABIES and 
CHILDREN 
BOB WATTS 
Illustrative Photo- 
graphy 
Box 503 Kosciusko, 


Miss. 
WRITE FOR FREE 
BROCHURE 


Your source for outstanding 
WOODCUT illustration. 
Specimen prints and 
complete information 
upon request. 


You can have 4000 proofs now—and 
1000 new ones yearly. Pay only for 
you use each have Un- 
limited use for $9.95 monthly. 
license only rated agencies Nat. 
send for License Form and samples. 
STIVERS STUDIO 


VARIGRAPH Inc., Madison Wis. 


SCULPTURAL PROMOTIONS, INC. 


Smart P-O-P Plaques Figurines 
long and short MOLD CHARGES 


write for more information 


441 Lexington Ave. New York 
Murray Hill 7-1369 


CAMERAS ART AIDS $485 
PRINTING 


SILK SCREEN 


Inquiries Invited 


PRODUCTS 
Central Avenue 


Division Cline Electric Mfg. Co. 


WRITE FOR CATALOG 


water-repellent tracing cloths and 


sensitized and developed papers and 
cloths. 

The second new ink 
black waterproof drawing ink for 
use with brush and pen. It’s high- 
intensity black aimed especially 
cartoonists, illustrators and others 
called complete drawings 
high surface bristols. 


Copy Unit Doubles 
Plate-Maker 


photocopy duplicator that ac- 
commodates books and magazines 
easily single sheets paper 
has been developed Dick 
Co., Chicago. The small, desk-size 
unit produces sharp black-on- 
white copy any original material, 
including pen pencil writing, 
color pictures, and material printed 
both sides the page. 

The new unit can also used 
prepare plates masters for off- 
set duplicators. accommodates 
aluminum transfer offset plate, also 
introduced the company. less 
than two minutes, original material 
can copied this plate, then 
used offset duplicator. Sev- 
eral thousand copies can made. 

The photocopy duplicator can 
operated strong room light, the 
company points out, since uses 
slow negative paper. The unit’s au- 
tomatic timer can set neces- 
sary, depending the sensitivity 
the negative paper and the densi- 
the original copy. 

Material copied laid flat 
the exposure section. This per- 
mits the user copy material from 
inflexible card stock art posters 
well pages from bound vol- 
umes. Maximum copy area 
can put the exposure 
section. 


plicator introduced Dick Co., 
Chicago, copies book and ledger pages 
easily single sheets. 


THE GREATEST BARGAIN 
PRESENTATION CASES 


*Reg. U.S. Pat. Office 


NOW 


NEW YORK CITY CASH WITH ORDER 


sold for years $16.00 


Check these Exclusive Features 


Handsomely bound 
colored leatherette 
your choice. 

Compact, light, easy 


carry 

Sturdy, durable, can 
used and re-used 

Protects presentations 
from dirt and weather 

Easy use, pages inter- 
changeable without fuss 
with hinges 

Exclusive patented design 


INCREASED DEMAND ENABLES MASS-PRODUCE REDUCED COSTS 
For years this patented RAPID Box Easel has had peers 
quality, design adaptability. Its light construction, durability 
and versatility have made popular visual aid device with sales 
managers, salesmen, government agencies and educators for visual 
education, sales meetings, sales training and sales. With each year 
its popularity has increased that can now mass-produce 


considerable saving you. 


COLOR CHOICE 
black blue 
brown green 


maroon red 


BLANK COLORED 
FILLERS FIT 


stock $1.75 
stock $2.75 


Try them our money-back guarantee 


Order three easels more. (we cannot ship less than 
three easels this low price) Enclose check with 
order, and specify colors your choice. easels are 
any way unsatisfactory, return them us, unused 
and undamaged, and will happy refund your 


purchase price. 


Send your order to: 


RAPID ART SERVICE, 


communication specialists 


304 East 45th. Street, New York 17, N.Y. 


sure you have specified colors, quantity, number fillers and enclosed check with order. 


Reaches 


more advertising agencies than any other 


publication. you sell advertising services, 
equipment supplies through agencies 


All Right ... For You 
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VISUALIZING 
TRACING PAD 


Write for brochures and samples 


Metuchen, New Jersey 


you want know how effective 
your point-of-purchase materials 
are, you had better listen the 
men who use them. Here’s some 
the straight-from-the-shoulder 
talk that went the POPAI 
meetings. 


DeSoto dealer Terre Haute 
and one-store supermarket owner 
St. Louis told separate merchan- 
dising forums the Point-of-Pur- 
chase Advertising Institute Chi- 
cago that they don’t particularly 
like the displays that the industry 
has been sending them. 

And guest speaker the an- 
nual Popai symposium luncheon, 
when asked what women want, said 
displays are doing poor job 
influencing the distaff side. 

These three separate but concur- 
ring sentiments were the highlights 
Popai’s annual symposium 
Chicago. 


Wallace Howe, DeSoto dealer 
Terre Haute since 1950, was 
asked, “What can the point-of-pur- 
chase industry help me?” 

told them: 

most cases the dealers are only 
asked 
materials announcement time. 
Merchandising displays and mate- 
rials should available regu- 
lar basis throughout the year. The 
advertising departments the man- 
ufacturers’ sales divisions usually 
contact dealers for these materials 
only announcement 
time, forgetting the dealer for the 
rest the year. 

Dealers feel that the prices asked 
for p.o.p. materials are excessively 
high. Announcement material pro- 


grams are usually presented the 
district sales representatives, and 
the dealers ask, “What are you sell- 
ing this time? wonder whose 
brother-in-law owns the company?” 


Displays are not designed for the 
average dealerships. One dealer- 
ship may have tremendous floor 
area and flat wall space, whereas 
another such the Terre Haute 
dealer, may have jewel-box show- 
room with glass three sides and 
various service entrances the 
back wall. Display materials are not 
flexible enough for various types 
establishments 
chasing, nor are they sturdy enough 
for semi-permanent usage intended. 

“Most dealers have evolved set 
pattern resistance almost all 
types point-of-purchase mate- 
rials,’ Mr. Howe explained. “The 
resistance due part the fact 
that year after year get the 
same old thing.” 

Mr. Howe blamed this state 
affairs the departments the 
manufacturers, “well staffed with 
men who know newspaper, maga- 
zine, radio and but 
trained personnel 
purchase advertising. 

“If were Dodge dealers you 
can bet your bottom dollar you 
would hear Lawrence Welk music 
over our intercoms,” said. Par- 
enthetically, Richard Shugg Jr., 
Dodge Division sales promotion 
manager, unveiled Welk promo- 
tion for Dodge dealers. 


This same train thought dis- 
plays was stressed the supermar- 
ket owner St. Louis. 

Paul Metzger, owner Metz- 
ger Foods Inc., where display sell- 
ing important part his suc- 
cess formula, was asked, “What 
the best type display material for 
today’s supermarkets?” 

His points: 


Users Report 
P.O.P. Action 


The type display material be- 
ing put out for use supermarkets 
has been conceived and executed 
entirely improper basis. Display 
material used supermarket re- 
tailing today unimaginative and 
fails carry out the necessary 


mental attitudes, processes and 
thinking the person who going 
buy the merchandise the 
housewife. 


Display material has fallen into 
categories for entirely too long be- 
cause the advertising agencies have 
followed certain guides 
terns almost religious cult. 
There are some variations the 
basic patterns and themes, but noth- 
ing that could called imagina- 
tive, thought-provoking stimulat- 
ing far the customer con- 
cerned. 


Repetition good advertising, 
but monotonous displays. The 
housewife’s job monotonous 
one, and she should not 
jected shopping tour the 
same monotony she complains about 
the routine her own home. 


“People who are developing this 
type advertising should spend 
some time out actual study 
supermarket retailing, some time 
and motion studies customers, 
stores, habits customers, pur- 
chasing methods customers, and 
above all, some thinking the re- 
tail operator himself,’ Mr. Metzger 
suggested. 


Displays, such, suggested, 
should longer integrated 
idea, but combination offerings 
different items over-all 
theme pattern for supermarket 
tie-ins involving various companies. 
“Huge masses merchandise, 
merely such, longer have 


Units that show competitive 
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Brandt Scaleograph 


cuts cropping time 90% 
—fills long felt 


The newly invented Brandt Scale- 
ograph precision instrument that 
crops and scales photos, art, etc. 
seconds. Once set proportion 
will enlarge reduce automatically 
without computation. Scaled picas 
and inches. Its practicability and 
simplicity have won hundreds users 
from coast coast. Some the 
biggest names industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last lifetime. your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check company purchase 
order. Price $12.60. Money back 
not delighted. 


THE BRANDT CORP. 
Box 465, NEW ORLEANS 


Make Yours 
KING-SIZE 


Ideas 


Giant Prints photos, line copy, 
reprint material, and art are easy 
use 
See how you can use Giant 
Prints and Translites get 
more mileage your art, 
trim the budget, 
effectiveness. 
for Exhibits, Promotion, Point- 
of-Sale, Conventions, Display, and 
Decoration. 


New Photo Price List 
Simplifies planning and ordering and 
offers new quantity discounts. 


Studios 


123 Wacker Dr. 


Chicago 


category merchandise meet the 
approval supermarket and drug- 
store, but not the product producer. 
Another forum participant pre- 
vious day emphasized this approach. 

Volz, display manager 
charge experimental display and 
window trim Walgreen Co., said, 
“Showing all brands toothbrushes 
one orderly unit takes less space 
the store and keeps the volume 
this item high level. Many 
times producer product 
would better off unit this 
type than try find more out- 
standing space elsewhere the 
store.” 


What women want what 
influences them point-of-sale? 
Charlotte Montgomery, author 


Housekeeping, luncheon 

speaker, said the average woman 

shopper finds shopping boring. 
She wants, she said: 


News and excitement She 
wants into store that has 
some spark, some display that adds 
excitement days Mother’s Day, 
Father’s Day. But she doesn’t want 
see the same old streamer still 
tacked there Monday. 


Information and help Women 
make little differentiation between 
advertising and editorial. The young 
housewife buying many things for 
the first time and needs help. 
great many people seem feel that 
this has proven them. They 
want recipes. More this pickup 
information needed other fields, 
such handouts baby care 
the baby food department. 


She doesn’t want: 
Cheesecake The average 
woman doesn’t identify herself with 
the low-cut apron when she 
store jeans gingham dress. 


job homemaker seriously, but 
kid the little woman. 


Women resent the sort second 
class treatment they feel they get 
now and then. 


Mrs. Montgomery gave the re- 
sults survey about women and 
automobiles. Five hundred ques- 
tionnaires were sent Good House- 
keeping readers, and the return was 
over 50%. One third the women 
said they had full responsibility for 
the service the family car, their 
own car the two-car family, 
both cars. 

“There much point-of-pur- 


chase the automotive field, but 
little directed the wom- 
en,” she said. 

Where Popai might grow, she 
added, would self-selection 
displays for shoes, more adequate 
information home furnishings, 
display racks supers showing the 
differences among cigars, more ap- 
petizing displays and packages for 
dairy products such ice cream. 


Popai Show ... 


Exhibitors Offer 
Bonus 


users prospects—consider throw- 
aways sufficiently informative. AR’s 
editors toured the booths the 
Point-of-Purchase Advertising In- 
stitute exhibition and came away 
with fewer throwaways, more in- 
formative material supplier serv- 
ices. 

explain their displays and 
services potential and actual cus- 
tomers, Popai members are going 
more and more for the informa- 
tive newsletter, the detailed book- 
let explaining their field thinking, 
and the case throwaways, ex- 
planatory art and which 
quickly explains the display and 
answers basic questions. 


Tasco 
Designs 


Eight displays are 
pictured four- 
bound booklet Thomas 
Schutz Co., Morton Grove, Ill. The 
displays are shown full-color 
bleed pages. 

Displays shown the booklet are 
two for Falstaff beer, Sheaffer ball- 
points, Prophylactic toothbrushes, 
Upjohn Unicap vitamins, Burger- 
meister beer, Parke-Davis drugs 
and Carling beer and Stag beer. 
One Falstaff has seven changing 
scenes, magic-carpet seven-min- 
ute trip across the United States.” 
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Complete 
Plant Tour 


trip through the 
new plant Ma- 
gill Weinsheimer 
Co., Chicago, offered via 16-page 
two-color booklet. 

The booklet explains the printer’s 
merchandising and art production 
facilities, offset platemaking, offset 
production equipment, typography, 
letterpress, varnishing, bindery, 
shipping, and special services. 

Included are 18-point check- 
list for comparison printing serv- 
ices and eight-page gatefold done 
Magill-Weinshemier for Sears 
Roebuck Co. The gatefold has 


FREE! 
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NOTE FRONT PHOTOGRAPHY 


The cover photograph was made Morton Goldsholl, Chicago Designer. 
suspended flashlight over his camera, pendulum fashion, and 
recorded the traveling image created the light bulb when the lamp was 
set motion. Each image was photographed separately time exposure 
minutes and gelatin filters were placed over the lens vary the 
colors shown. The lens was stopped down the yellow images 
and opened slightly for the blue and red. The designer's intention 
convey the eye exciting image created geometry and motion, 
attempting illustrate the words “SCIENCE BEAUTY.” 


Typical Uses: 


q 
Wall charts Sales broadsides 


books 


Flip charts 


| 


roller mounted, 
folded and wall 


= q 

Labels Games 

Other Uses: 

Price sheets Poster: 

Sign: Ti chnical application 

Operation specification sheet: Sales Presentatio: 


Tex-2 Lithographed USA Texoprint, White, Plain Finish. 


The incomparable plastic printing paper that brings 
new life and sparkle color printing. 


paper material impregnated and coated 
with plastic developed produce excellent printing 
qualities with fast setting inks—for color process 
offset, line letterpress and silk screen. 
high quality and performance the ultimate 
plastic printing papers today. 


Texoprint opens whole new field where durability 
can now combined with finer reproduction quality 
costs lower than cloth. For many items, Texoprint 
can replace cloth add durability other roughly 
handled printed items. For repeated folding rolling, 
Texoprint will outlast ordinary paper many times. 


Texoprint adds snap and brilliance printing and 
thus suggests many unusual end uses. important 
therefore that you make your own evaluations 
determine Texoprint meets your end use require- 
ments. shall happy provide you with free 
samples for test purposes. Consult with your ink 
supplier for specific ink recommendations. 


Matchless color reproduction 

Tear resistant, withstands rough handling 
No-fray edge 


Folds well either direction; may folded 
and refolded many times without flaking 


May rolled and unrolled many times; 
resists curling, lays flat 


Cleans easily with damp cloth 

Accepts adhesives 

Sewable 

Excellent dimensional stability 

High opacity 

Texoprint has high degree resistance 
fresh and salt water, grease, oil 

and some chemicals. 
Try this test: Immerse Texoprint oil water. 
Notice how Texoprint shows little ill effect. 


eee 


Grade Information: 
Texoprint now available range colors and 
special finishes. 

Weight: Basis 140# 

Colors: Green, Blue, Canary, India, and White. 
Finishes: Plain, Box Calf, Levant and Linen. 


KIMBERLY CLARK CORPORATION 


For additional information samples 
Write: Texoprint, Kimberly Clark Corporation —Neenah, Wisconsin. 


| | | | 


heavy deposits color duplicating 
Sears’ four-hour enamel. 
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Metal 


“How Identify 
Signs 


Your Dealers with 
Metal Signs” 
folder with four insert pages 
metal signs for displays and outdoor 
advertising the Stout Sign Co., 
St. Louis. 

Fifteen types p.o.p. signs are 
listed, including tacker, hanger, 
flange, storefront, curb, door, wall. 
Stout’s rep offices are listed 
the back the booklet. 
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Display Drapes 


Display drapes and 
With Logos 


their uses are il- 
lustrated and ex- 
plained folder Hollywood 
Banners, New York. These Logo 
drapes are available with trade- 
mark, trade name message 
45” widths and any length. 
Shown the folder are drapes 
used Duo-Therm, Selmer 
and Rubber for fairs and con- 
ventions, store backdrops, 
meetings and window displays. 
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Retail Display 
Strategy 


How various cli- 
ents used perma- 
nent displays de- 
scribed new 18-page spiral- 
bound booklet William Melish 
Harris Associates, Greenwich, Conn. 

Describing the revolution re- 
tail, copy and halftones present case 
histories with results for hosiery, 
floor coverings, work clothes, auto- 
mobiles. Research, merchandising 
and marketing strategy are ex- 
plained the booklet. 
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Novelite 
Animation 


Multi-color combi- 
nations, animated 
designs and danc- 
ing copy are offered point-of- 
purchase displays and signs any 
size, shape and design Novelite 
animation. 

Novelite Products Inc., Sun Val- 
ley, Cal., says its product based 
the color occlusion principle, the 
transparent plastic sheet transmit- 
ting light its own color, absorbing 
occluding all colors. 
Colored fluorescent lamps used are 
four five times brighter per watt 
than any other color lamps, accord- 
ing Novelite. 

The sign employs flashing se- 
quence, transparent colors, and 
colored lamps. When the flashing 
sequence interrupted, intense 


white produced the translucent 
non-painted portions the sign 
copy while the transparent colored 
areas become fluorescent char- 
acter. Copy may changed with- 
out altering the rest the unit. 
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Pearsonite 
Plastic 


Pearsonite new 
three dimensional 
formable plastic 
sheet which can used dec- 
orative trim molded shape for 
metallic Mylar and rigid Vinyl. 

According the display trade 
distributor, Haft Sons, Brooklyn, 
the finish never wears off, being 
sandwiched between two plys 
laminated plastic; diecuts and 
scores like cardboard, can drawn, 
bent punched like sheet metal; 
pressure-forms like any other 
plastic metal, and costs less than 
metal wood and competitive 
price with polystyrene. 

Finishes come embossed tex- 
tures, chrome, silver, gold, brass, 
copper, gold inlays oversolid color 
backgrounds, and wood veneers. 
comes 40” and 48” wide continu- 
ous coils and sheets 40x 
48” and 
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Into 
Display Piece 


Kleen-Stik “D” 
transfer tape ap- 
plied printed ad- 
vertising can turn reprint into 
another display. 

According the manufacturer, 
can applied for either front 
back application. applied 
strips, the protective coating peeled 
off and the display pressed into 
place. According Kleen-Stik any 
printer lithographer can apply 
“D” tape any printed advertising 
—window streamers, door 
diecut displays, back bar signs and 
reprints. 
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Tape Unit 


Tel-‘R-Sel new 
magazine load con- 
tinuous playing 
tape playback for point-of-purchase 
selling. Loops come 30- and 60- 
minute playing times. 

It’s high fidelity, according Pen- 
tron Corp., Chicago, and de- 
signed play back recorded mes- 
sages, music, sound effects com- 
binations; will play manually, auto- 
matically continuously, and can 
turned photoelectric cells, 
switch mats, pushbuttons, timers, 
other starting and stopping devices. 

The unit portable, weighing 
nine pounds: has snap-in-maga- 


Requirements 


Management 
Shows Exhibits 


With electronics and other aids pro- 
viding new methods showmanship 
advertising, advertising managers 
and others planning trade shows and 
exhibits look for ideas, 
to” articles, and new developments 
they can use. Following are typical 
articles that have helped build intense 
readership every month: 


“Closed Circuit 
“Redesigning Exhibit 

Pays 
Make Fair Exhibits 

Pay 
for Trade 
“Fairs Advertising 

“Trade Show 
Puts Its Show the 
for Trade Show 


Management 
Shows Exhibits 


Grouped together with top articles 
how stage shows and exhibits, ad- 
vertisers’ messages outlining values 
their products and services naturally 
get intensive readership and response. 
Among current advertisers are: 


Middle West Display Sales Co. 

Exhibit Management Associates 

Hollywood Banners 

Sho-Aids, Inc. 

Gibraltar Corrugated Paper 
Company, Inc. 

Lewis Barry Inc.—Trade Show 

Exhibits 

Sheraton Hotels 

Trades Institute, Inc. 

Capex Company, Inc. 

General Exhibits and Displays, Inc. 


shows and exhibits are either 
your problems your products— 
turn for results! 


ADVERTISING AGE and INDUSTRIAL 
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WAY 


ATTRACT THE EYE 
READY BUY 


with HOLLYWOOD 
BANNERS 


TELEPHONE: 


Make High Quality 

LOW illuminated 

Point Purchase Signs 

BOXES Firmly constructed gauge 
steel. Ventilated. Smart, and 

simply styled. Popular sizes. 


For Plastic Get details and our low prices. 
725 Phillips Ave., Toledo 12, Ohio 


For Lithographed Cutouts 


SANTA CLAUS 


Continental 
LITHOGRAPHERS, INC. 
NINTH ST. LOUIS, MO. 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers national, sectional local 
magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


phone 7-5371 
165 Church St., New York 


zine. The amplifier delivers its power 
self-contained speaker and 


jack for external speakers and 
sound boosters. draws watts 


operation, watts standby. 
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Mobile Mobile displays en- 
Displays able 

turer overcome 
dealer resistance display material 
that requires premium floor space, 
according four-page folder 
Standard Printing Co., Hannibal, 
Mo. 

The folder’s inside spread shows 
Standard’s mobile shapes, adds that 
mobiles produce motion without 
motors, have three-to-six-month 
life expectancy, and offers send 


mobile sample. 
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Vacuum-Formed Ten examples 
Color vacuum-formed 


displays, including 


“Little Norge home ap- 


pliances silk-screen printed nine 


colors, tell the story vacuum- 
formed color Poster Products 


Idea File 


pamphlet. Some the merchandis- 
ing aids pictured represent illumi- 
nated signs. 

Multi-colored silk screening 
Poster-Krome printing and illumi- 
nation are used add effectiveness 


vacuum-formed color displays 


and signs, the booklet points out. 
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“Tdea File” Chi- 
cago Show Print- 
ing Co., Chicago 
and New York, contains actual 


Display 


samples point-of-sale items. 


Esso, Nabisco, 


Photoplating 
Displays 


The booklet, with pockets the 
spread pages inside, holds Mystik 
stickers used clients such 
Warren Lowboy, Lion lubrication, 
International 
Harvester. 

CSP displays wraps the idea file. 
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Displays for coun- 
ters, hanging, elec- 
tric and products 


use are illustrated via halftones 
12-page pamphlet Photoplat- 
ing Co., Minneapolis. 


two Photoplating product dis- 
plays are ever alike, according 
the company, being individually de- 
signed rather than syndicated 
mass produced. 
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Self-Stick Stik-Wrap, new 
Wrap product Con- 
solidated Lith- 
ographing Corp., Carle Place, Long 
label package wrap. Wraparound 
and the edges stick together. The 
adhesive the front left and 
rear right sections the wrap. 
Descriptive details are offered. 
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Neon Products 
Newsletter 


NPI Sign news 
the name four- 
page newsletter 
distributed Neon Products Inc., 
Lima, 

The four-color folder, published 
monthly, contains feature case 
history, secondary article and 
samples additional users, plus 
editorial NPI president Nat 
Kamin. Vol. No. for example, 
told about signage for the Indiana 
Farm Bureau. 
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Counter 
Merchandiser 


Roto-Sell, count- 
merchandiser, 
available quan- 
tities 2,000 larger from Con- 
solidated Lithographing Corp., Carle 
Place, Long Island, The unit 
folds flat for shipping with the 
merchandise. 

17” high. Roto-Sell lithographed 
two colors, plus third color for 
construction features. Ball-bearing 
construction gives fingertip rota- 
tion. Models, pyramid, double tier 
and single shelf, cost $1.25 
per unit, according Consolidated. 

descriptive folder shows designs. 
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Litho-Paint 
Flipchart 


Flip chart for Kim- 
berly-Clark, and 
disers and vacuum-formed sign 
for the Mercury Div. Ford are 
brochure the Litho-Paint Pos- 
ter Co., Chicago. 

The flipchart page has flipchart 
area, with four acetate overlays 
featuring the supplier’s message. 
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New Telephone Item 
Deadens Room Noise 


Bothered room street noise 
when telephoning? new telephone 
device developed “noise dead- 
ener” has been introduced the 
Tele-Muff Co., division Stillman 
Rubber Co., San Fernando, Calif. 


permanent point -purchase elling 

force. Their attention-compelling 
dealer usage and the 
loaded with ideas that will spark 


quiets room street noise, enables ladies 
hear clearly and comfortably even when 
wearing large earrings. 


The item made washable vinyl 
foam plastic and stretches fit any 
telephone, inter-com dictation 
machine. large cushion-type 
device, also enables the user 
hear conversations clearly even when 
wearing big earrings. 


Proper Store Planning 
Solves Help Shortage 


folder showing how retailers 
faced with help shortage can rely 
displays silent salesmen 
available from the Sitka Store Fix- 
ture Co., Kansas City Kansas. 

Entitled Retail, 1957” 
the folder emphasizes the impor- 
tance proper store depart- 
mental planning and the advantages 
keeping the merchandise visually 
available. 

Various types displays are il- 
lustrated photographically the 
Sitka folder plus information the 
company’s store planning service. 
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Booklet Lists Advantages 
Automatic Typing 


Facts the possibilities auto- 
matic letters medium direct 
mail promotion are contained 
pocket-size booklet from the Amer- 
ican Automatic Typewriter Co., 
Chicago. 

Entitled, “Quality with Quantity,” 
the booklet stresses the low operat- 
ing cost the company’s “Auto- 
typist” machine and points out the 
flexibility the unit personaliz- 
ing quantity letters. 

addition the operation facts 
the machine, the booklet con- 
tains list suggested applications. 
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the advantages 
pressure Sensitive application! 
the permanence true decal sign! 


Meyercord research has produced new Point-Of-Sale sign 
which combines the speed and simplicity pressure sensitive 
application with the permanence and brilliance Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. water needed for 
the simple, fast application. result, far more these 
Meyercord Pressure Sensitive Signs location. Routemen, 
salesmen and field crews welcome this new convenience 
Point-Of-Sale Decals. There are restrictions design, shape 
colors. They’re available either halftone poster style. 
Hurry ... let send you samples and full information. 

Write your company letterhead to: 


DEPT. H-207 


WEST LAKE STREET 
CHICAGO 44, ILLINOIS 


MONTH 
NOVE™MBER 


MONTH 


OCTOBER 


4 


Well-marked The basic design slanted, shadowed 
letter was adapted various types vehicles. trucks that 


Putting Signs 


The production story sign program for fleet trucks, 


with the criteria set the fleet operator, and the materials 


The side truck the side 
many companies with vehicle fleets 
but not Spector Freight Sys- 
tem Inc., Chicago, which recog- 
nizes the value appearance. 

period ten years, increased its 
dollar volume 2,000%, built ten 
the most modern terminals the 
industry, and increased its vehicle 
mileage from four million 
million per year the side 
truck another tool utilize 
passing along the feeling con- 
fidence, progress and prestige 
wants its customers see Spec- 
tor’s operation. 

The sight the company name 
vehicle, Spector management 
believes, bound create im- 
pression the company. And good 
impressions any company can 
translated into sales dollars. 


This why Spector’s sales de- 
partment launched program de- 
velop vehicle marking system 
step with its sales objectives. Months 
study went into it, including 


which met the conditions. 


af 


travel night, reflective lettering was used, but the reflecting 
features were omitted, for economy, those used days 


heels 


psychological approach sign de- 
sign and year-long search for sign 
materials, relate Spector’s sales 
message: That Spector gets the 
freight its destination quickly and 
safely. 

For years, Spector has been 
one the leaders highway trans- 
portation developing new ideas 
and adopting them. Among them 
was the “speed relay” system 
modern pony express which in- 
volves transfer drivers relay 
points keep the truck moving 
from terminal destination. was 
the first develop and adopt it. 

Another was the development 
cab-over-engine tractors, 
which Spector worked closely with 
truck manufacturers develop, and 
which Spector was the first adopt. 

present, the company testing 
“mobilvan” unit truck body 
“box” which can lifted from 
the truck bed, loaded another 
truck bed and locked securely 
place. reduces handling freight 
when transfer necessary; and 
speeds delivery half-loads un- 
loading the entire “box” the first 


destination, permitting immediate 
delivery the second load the 
second destination. 

Examples like these are scattered 
generously through Spector’s back- 
ground, and Spector proud it. 
tries integrate this feeling 
stature everything from its call- 
ing cards its advertising. 


that’s what Spector de- 
manded Northwest Screenprint 
truck markings, when 
line approached Northwest work 
with them toward better vehicle 
marking program. 

The artwork, layouts, design, pos- 
sible slogans and emblems the 
creative process behind any thought 
out program required the usual 
time and consultation demanded 
careful planning. 

The result was simple, modern- 
istic layout which involved only the 
company name and modern arrows 
above and below the name pointing 
opposite directions. The feeling 
was incorporated the artists into 


Np 
Meer. 


PLANNING 


DEPENDS FACTS 


Few executives have time read suffi- 
cient number trade papers. 
for you; provide pertinent clippings 
from over 5,000 periodicals the cate- 
gories listed below, and 
thorough and dependable manner. 


Consumer Trade industrial 
Religious Farm College 
Medical House Organs 


American Trade Press 
Clipping Bureau 


East 26th New York 10, N.Y. 
Telephone: 2-5969 


BIG SAVINGS 
TABLOID PRINTING 


Many America’s biggest companies 
have discovered this way exciting 
savings Tabloid-size printing. High 
quality, fast, one four colors. Ideal 
for flyers, promotion pieces, catalogs, 
bulletins, etc. Send specifications for 
prices. 


SOUTHERN FARMER, INC. 


Box 509, Montgomery, 


TYPOGRAPHERS 


THE 


Skilled composition 


Prompt out-of-town delivery 


YPOGRAP 


MATS STEREOTYPES PLASTIC PLATES 
FILMOTYPE CAMERA MODIFICATION 


2812 TAYLOR STREET, DALLAS 


YOU SPECIFY TYPE 
Let prove how the 
HANDIEST BOOK 
can save you minutes day 


We'll mail you copy for days FREE trial. 
Use the 389 transparent overlay alphabets 
your own work. Keep the book free, you place 
the Send postal today. 


TYPE SPECIMEN SHEETS 
OUT: SELECTION COPY FITTING 


SPECIFYING PURCHASING 


12 pt. Futura Medium 


VICTORY PKWY. 
CINCINNATI OHIO 


SERIES PAGES 
SOLID pt. LEADED 


the appearance, layout and design 
individual letters. They’re “shad- 
block letters; red, black and 
outlined silver the aluminum 
trailers used Spector. 


But was the selection ma- 
terials meet the demands speci- 
fied Spector that required the 
most time year-long project in- 
volving testing and sampling the 
laboratory and tests trucks the 
field. 

The careful consideration given 
and the results obtained apply 
any company with fleet operation 
whether large small. 

Among the qualities demanded 
Spector were: 


Appearance Since the ob- 
jective involved sales, advertising 
and public relations, all three de- 
partments had hand judging 
appearance. 


department, which applies and 
maintains the truck emblems, de- 
manded material which would re- 
quire little maintenance that 
would tie trucks and manpower; 
also material which would with- 
stand the chemicals used the 
truck washing solution remove 
the dulling oxidation marks the 
aluminum truck bodies. 

The sales, advertising and public 
relations department were also con- 
cerned with durability, because 
non-durable material which would 
show wear from the normal ele- 
ments which batter rolling stock, 
would defeat the objective. 


Economy The operations de- 
partment demanded economy 
three realms initial and long- 
range costs, application costs, and 
simplicity application (Spector 
wanted the trucks marked and into 
service quickly.) 


Light weight Trucks are per- 
mitted varying gross weights. 
sign weighs pounds, for example, 
that’s pounds less freight the load 
can carry. the truck makes 
trips per month, the sign resulting 
1,250 pounds which could other- 
wise pay load. 


Laboratory and field tests were 
conducted many materials and 
processes which failed one 
more categories, until Northwest 
Screenprint came one 
which met the requirements and 
offered important bonus re- 
flectivity. 

was reflective sheeting (called 
plastic material with optical sys- 
tem which “lights up” full-color 


night reflecting the headlights 
approaching cars. 


The bonus reflectivity, which 
made the truck emblem visible 
approaching motorists night, of- 
fered two advantages: 


wanted include its objective. 
making the emblem visible 
night, the truck which was dis- 
played was more visible im- 
portant consideration the safety 
department. 

Night collisions, frequently caused 
lack adequate visibility, are 
one the headaches trucking 
companies. They often occur 
through fault the truck driver, 
and the truck driver can seldom 
anything avert them. Yet they 
can delay freight and tie rolling 
stock for repair, not mention the 
element danger human lives. 

Among the major causes night- 
time collisions, according traffic 
authorities, the lack visibility 
night which misleads the motorist 
approaching the truck judging 
the distance to, and speed of, the 
vehicle. The more visible the truck, 
the better the judgment the ap- 
proaching driver and the less likeli- 
hood collision. 

The reflective emblems provide 
added nighttime visibility, making 
more the vehicle visible the 
approaching motorist. 

And the event emergency, 
when the truck driver may 
forced pull off onto the shoulder 
the road night, huge reflec- 
tive emblem the rear addi- 
tional device with which warn 
approaching motorists especially 
during the dangerous few minutes 
required get out the flares. 


Since Spector’s aim the vehicle 
marking program was relay 
message, the more people that see 
the better. And statistics show that 
one-third the nation’s auto travel 
done night. the sign not 
adequately visible night, one- 
third the potential audience 
missing it. 


third advantage reflectivity 


DOWN To THE NEAREST Stong 


AND Buy 

= 
on: 


was found later routine opera- 
tions. Spector also used reflective 
sheeting for its trailer identification 
numbers. Drivers are assigned loads 
giving them trailer number and 
destination, and they drive the 
yards, pick the trailer and leave. 
The reflective trailer identification 
numbers “light up” from the tractor 
headlights enters the yard, 
making easier pick the cor- 
rect trailer. 

Demands for economy, involving 
both initial and long-range costs, 
were satisfied, including the cost 
and simplicity application. the 
back the reflective sheeting 
weatherproof, pressure-sensitive ad- 
hesive. When the paper liner re- 
moved, the adhesive exposed and 
the letters are merely pressed 
place the cleaned truck body, 
answering Spector’s need for ease 
and speed application. takes 
less than one man-hour mark 
trailer. Within seconds after the 
letter applied, cannot re- 
moved without using special sol- 
vent, and the adhesive bond be- 
comes even tougher the longer the 
emblem the truck, Northwest 
Screenprint says. 


After reviewing the laboratory 
and field tests, all five departments 
sales, advertising, public rela- 
tions, operations and safety 
passed judgment the material for 
use the entire fleet. 

The only exception the use 
reflective sheeting vehicles 
the city fleet which are not the 
road night. These are marked 
with similar plastic sheeting, but 
one without the optical system 
which provides the reflectivity (it’s 
called “Scotchcal” and manufac- 
tured the same firm that makes 
reflective sheeting 
Minnesota Mining and Manufactur- 
ing Co., St. Paul, Minn.) 


Mass Retail Methods 
Raise Profit Margins 


Retailers who are worried about 
the “case the vanishing profit 
margin” can get some interesting 
food for thought 72-page book- 
let from the National Cash Register 
Co., Dayton, O., that lists the “Ten 
Commandments Mass Retailing.” 

The booklet lists some represent- 
ative net profit figures various 
lines retail business and shows 
the exact amount profit drop for 
each company 1954 compared 
the profit margin 1946. 

discussion mass retailing 
methods follows the profit margin 
listings plus “ten commandments” 


Swift 


CENTENNIAL 


Special Promotions 


Brilliant promotion signs 
FasCal vinyl stick firmly 
scrubbed without loosening 


yet can removed when 


desired! 


Permanent Signs 
Permanent trade marks and 


identifications 


are economi- 


cal easier apply. Vinyl 


stock and 


inks resist road 


dirt, chemicals, heat and cold 
hold tighter with time! 


Mall Coupon Get All the Facts about Fascal 


Fasson Products 


Ohio 


Sales Offices Company 

Boston Detroit 

Chicago New York 

Cleveland City 
Philadelphia 


wink 
You'll OUR the 
YELLOW PAGES 


Merchandising 


FasCal simple use 
that salesmen, routemen, 
storekeepers can put 
easily. Just peel the paper off 
the back and press place. 
And you can silk screen any 


Product Identification 


FasCal signs and labels are 
completely weatherproof. 
Tanks, crates, products big 
and small look better when 
they’re identified with 
FasCal! 


Fasson Products 
Dept. A-6-B, 250 Chester Street, Painesville, Ohio 


Send FasCal samples and descriptive literature. 


Title 


Zone State 


REACHES 
MORE 
ADVERTISING 
AGENCIES 


than any other publication. 


you sell advertising 
services, materials and 
equipment through 
will reach the top 
response. 
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AND WIRE 


MANUFACTURING 
CORPORATION 


4 


follow when considering these 
methods for your own business. 


The ten commandments, given 
the booklet, are listed follow- 
ing: 


Use the power presold mer- 
chandise. 


Speed the flow goods your 
selling shelves. 


Use the drawing power re- 
duced prices. 


Make easy for your customer 
get your store. 


Make easy for your customer 
get through your store. 


Expose your customer the 
mass appeal merchandise. 


Give your products selling role. 


Give your customers 
role. 


Allow your salespeople 
more selling peak periods. 


10. Remove the bottlenecks re- 
cording sales. 


Each commandment discussed 
thoroughly, and the end section 
the book suggests four principles 
follow arranging store get 
the most out modern mass re- 
tailing methods. 

copy available. 


for more details circle 114, page 121 


Portable Bank Display 


Flexible Corrugated Rolls 
Available Patterns 


adaptable continuous-roll cor- 
rugated material that can used 
for display. backgrounds “wrap- 
trated folder from Fuller Displays 
Inc., Long Island City., 

Called the ma- 
terial printed continuous re- 
peat patterns and comes sizes 
serve every display need from 
cornice trim full-size window 
store background. 

Printed three colors, with 
possibility five six colors, de- 
pending the artwork, Display- 
Flex has minimum width 40”, 
and three, four, five-feet long 
repeat size, according individual 
requirements. 

Cost based quantity, size 
and design. 

Details are available. 


for more details circle 115, page 121 


Private Bar License 
Offered Through Dealers 


Popular with consumers every- 
where, the Carstairs “Home Bar 
License” proving valuable and 
effective sales and goodwill builder 
for retailers. 

Calling attention the availabili- 
this item attractive and 
realistic display showing 
consumer proudly hanging his per- 


continued page 48B 


Booth and counter was designed Gardner Displays for 


bank lobbies, when promoting special services such Christmas Clubs, special checking 
accounts, etc. Portable unit features interlocking fastening device for easy assembling 


and dismantling. 


happy offer helpful sug 


THINGS CAN HAPPEN... 


When you use Sun-Tested Velva-Glo fluorescent color your silk 
screened displays, car cards, billboards, painted signs and bulletins. 

Velva-Glo daylight fluorescence gives you times the attention- 
getting power ordinary color, cost you can afford—thanks 
more coverage per gallon; lightfastness far beyond usual posting 
time (up months outdoor exposure screened displays, 
stroke thru No. silk; and months painted signs and 
bulletins, medium velvety, rich smoothness that 
attractive. 

For the finest fluorescence, specify Velva-Glo. Write today 
your letterhead for free Color Radiant Color Co., 830 
Isabella Street, Oakland Calif. 


pink cerise chartreuse 
radiant colors red orange green 
orange-yellow orange-red 


TESTED 


FLUORESCENT COLOR 
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381 Chapters 


New Book 


James Woolf 
SELECTION 
THE BEST HIS 


ARTICLES 


400 pages that deal 

principally with the creative 
aspects advertising 
Advertising Age, The National 
Newspaper Marketing, 
not normally the business 
publishing books. But this book 
performance." 
readers— 


both agencies and advertisers 


our 


—have been besieging with 
requests for Jim Woolf's 
articles book form 
permanent reference work. 
Handsomely-printed 
ishly illustrated, this new vol- 
ume exceptional value 
$5.95 including all postage 
and handling charges. QUAN- 
TITY DISCOUNTS: 10, the 
$4.50; over 25, each. Mail 


coupon below. 


EXAMINE SALESENSE 
for Days 
OUR RISK 


ADVERTISING AGE, Dept. 
200 Illinois St., Chicago 


I of SALESENSE IN 
ADVERSISING. If am not completely 
satisfied with the book (or books) after a 
5 days’ examination, | can return the book(s 
and my money will be refunded in full 

My Name __ 

Firm 

Address 

State 


I am enclosing my check for $ 


Bill me later [) Bill my firm 


Bar 


Private 
display 
sample and application cards for 


contains 


litho- 


special license, which delivered 
Carstairs the applicant through local 


dealers. 


sonalized license over his home bar. 
Each display has pocket the 
back, with cards for use ob- 
taining the “Home Bar License.” 

The license issued free all 
consumers who apply for through 
their local dealer. Consumers fill 
out card requesting the license, 
and are asked include the name 
the dealer who supplies the card. 
Following receipt the card, Car- 
stairs forwards the 


cense, with the consumer’s name, 


Know the industry you are pro- 
ducing for, its points 
tion, display sizes, locations, and 
store display policies. 


Know your manufacturer, mak- 
person within 
budget, offering him fresh original 
creations which will enable him 


certain 


proper and 


maintain industry 
Ways your displays. 
Know customers’ sales 


force, what they like displays. 
what demonstration material they 
need place it, and what incen- 
tives are being offered them get 
wide spread and proper placement. 


Know the latest display 
all fields, and alert apply the 
best any the field you are 


Eight Point Program for P.O.P. Producers 


Producers displays must think ahead the ultimate use their 
displays, instead merely executing their customers’ designs, Irwin Rose- 
man, Dir. Advertising Sales Promotion, Exquisite Form Brassiere 
Inc., told recent meeting the Assn. Permanent Display Pro- 
ducers. The producers, said, should avoid the role the midwife, who 
present merely the birth display, and strive become obstetri- 
cians, who are called the conception the idea. 


Mr. Roseman suggested eight points reach this position. 


the retailer, who turn passes 

“The unusual popularity the 
Carstairs ‘Home Bar License’ offers 
every retailer unique opportunity 
build goodwill and profit from 
repeat states Jesse 
Robinson, Carstairs advertising 
“Since consumers can obtain the 
license only through their dealer, 
this item encourages repeat visits, 
and hence extra sales.” 


Kennedy Counter Display 
Uses Animated Fish 


give added point purchase 
impetus its “Stowaway” tackle 
boxes, Kennedy Mfg. Co., Van Wert, 
O., using action counter dis- 
play that “stars” bright red mov- 
able fish. 

The fish—extending 14” above the 
high display—is supported 
wire attached the back the 
unit. While the wire supports the 
fish, flexible enough allow 
move with any breeze nearby 
movement the store. 

Copy the fish urges the cus- 
tomer examine the features 
the tacklebox which sits fold- 
out lip the bottom the unit. 

Three die-cut panels fold out 


working in. 


Know the relationship between 
your display and your 
advertising program. 


Know your packing problems, 
making certain your carton design, 
interior and exterior, will stand 
the storage problems and other 


try. certain always test ship. 


Know 


dures, 


shipping 
weight 

points, 

policies, 


proce- 


and specifica- 


tions, loading 
pre-paid 


cordingly. 


and 


the industry which you are 


terms 


working, its new plans, new ma- 
terials, how you can best dramatize 
the trends. 


TACKLE Box 


SYNCHRON SUPER HI-TORQUE TIMING 
MOTOR 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted any special display motion. inch 
ounces guaranteed torque RPM. 


SYNCHRON HI-TORQUE TIMING MOTOR 


For long term operation turn-tables, display 
wheels, and rotating signs. Easily adapted 
any special display motion. inch ounces 


Animated Counter Display Distinc- 
tive POP display for 
tackle box features bright red 
fish that moves over deep sea blue 
background. 


Write for more information now! 


the unit rest top the box 


and each carries illustration and 


HANSEN MFG. COMPANY, INC. 
particular selling feature ESTABLISHED 1907Princeton 11, Indiana 
the “Stowaway. 


Hansen Representatives The Fromm Co., 5254 Madison St., Chicago, Winslow Assoc., 123 
Background color the display 37th St., New York, N.Y. Electric Motor Engineering, Inc., 8255 Beverly Los Angeles 48, Cal., and 3907 
deep sea blue and translucent Lyon Ave., Oakland, Cal., Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York. 


panels, according the company. 

The entire display shipped flat 
and can animated merely in- 
serting the wire holding the fish 
slot the back the 


New Scenery Material 
Produced for Color 


New formula vinyl rolls produced 
Monsanto’s Plastics Division, 
Springfield, and vacuum- 
formed into 3-D scenery Vacu- 
um-Forming Corp., 
are being used NBC color 
production sets. 

Called “Ultron the new 
75” wide which, when molded 
custom-made vacuum-forming 


studio, can made into all types 
scenery from 12-foot plastic signs represent the lowest cost and serving many the lead- 


Stout outdoor baked enamel metal The Stout Sign Company now 


umns log cabins. the most effective means ad- ing advertisers. Your sign program 
NBC’s scenic designer, Ted Coop- 


vertising product service and can placed our hands with 
er, reports that some cases, the 


plastic replicas are literally better identifying dealer. complete confidence. 

than the real item for the studio’s 

purposes, and cites the advantage 

matically with the new method, 

against the laborious hand-carving 

operation for depth formerly used 
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SUPER: 


letterpress, offset, silk screen, 
varnish lacquer. 
for creating quality impression 
elegance and refinement. 
TOUGH 
for hard usage, rough handling 


and wear-resisting durability. 


The combination these two functional elements makes Supertuff 
ideal and highly versatile cover stock for catalogs, annual reports, spec- 
sheet binders, menus, sales manuals, self-mailers, and counter displays. 


other cover stock matches Supertuff! 


many 
printed SUPER 
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Bette Macon 
Associate Editor 


you want “extra” that will 
provide instant attention for your 
direct mail program, cast ap- 
praising eye toward the unusual 
possibilities present the postmark 
itself. 

Offering opportunities 
limited your imagination, the 
post office names “Small Town, 
A.” present wide field 
provocative promotion possibilities 
that range from Bucks (Ala.) 
Whistle (Ala.), plus host others 
between including Dollar Bay 
(Mich.), Thrift (Tex.), Hurry 
(Md.), Pitcher (N. Y.), Dinero 
(Tex.), and course, the famous 
Santa Claus 


There are literally thousands 
post offices with unusual names 
which can “naturals” for the 
imaginative adman who wants 
pack wallop into his mail pro- 
gram, and judicial use this me- 
dium offers the following advan- 
tages: 


Impact even the most mail- 
wearied executive will probably 
take second look the mailer re- 
ceived St. Valentine’s day it’s 
postmarked from Valentine (Alas- 


ka). 


may not interested most auto- 
insurance promotions, the one post- 
marked from Accident (Md.) 
apt amaze and amuse him the 
point receptiveness. 


‘Can Sell for You 


The postmark the corner your envelope 
extra for your direct mail program. Plan ahead get 


the greatest use from this bonus from the post office. 


utive who gets thousands letters 
year more apt remember 
the company that intrigues him 
with its direct mail when he’s 
need that particular product. 


are cost-free extra requiring 
more than advance planning. 


Novelty the field still fresh. 
Although unusual postmarks have 
been used for many years few 
advertising adventurers, the mails 
are not yet flooded with unusual 
postmarks that the novelty has 
worn off for the recipient. 


Examples some these early 
but enthusiastically successful mail- 
ings include: 


Valentine folder sent out 
Miller Printing Co., 
Pittsburgh (see AR, July 1955). 
This scarlet folder was mailed from 
Valentine, Ariz., time re- 
ceived St. Valentine’s Day. 
die-cut heart framed picture 
Miller press and copy read; “Mil- 
ler Users say the sweet- 
heart not only St. Valentine’s 
Day, but 365 days year.” 


Miller also used the unusual 
postmark idea back its “Wil- 
bur” story. (see AR, June 1954). 
good-will promotion piece for the 
company, the “Wilbur” story told 
the ugly duckling rabbit who 
laid hard-boiled, colored eggs for 
Easter. When the piece was ready, 
Miller sent the batch Egg Har- 
bor, J., for mailing. 


St. Patrick’s day mailings have 
been used successfully Leo 
Bott 
agency, for client wishing pro- 
mote the sale green venetian 
blinds. Using green color scheme 
that encompassed 
ink, return card, and even the 
stamps, the Bott company made 
mailings from Shamrock, Tex.; St. 
Patrick, Mo.; Ireland, Ind.; Erin, 
Y., and finally Dublin, 


For good will promotion his 
own company, Mr. Bott again used 
the unusual postmark idea good 
advantage with friendship cards 
sent clients, prospects and friends 
‘rom Friendship, Ark. 


Another clever postmark cam- 
paign was used Walter Ditzen, 
Chicago Daily 
when sent out free-lance golfing 
cartoons from Golf, 


Golf, again came into the 
postmark picture when the Western 
Golf Assn. looking for country 
location chose “Golf” the per- 
fect choice for its new home and its 
mailings that run almost 100,000 
pieces per year. 


However, the use unusual post- 
marks matter how large 
does not require company move 
even company representative 
the mailing location. 
According Elbert Reinke, 
postmaster Santa Claus, Ind., 
mailings large million and 
half have been handled that 
post office. For mailings this large, 


Direct Advertising 
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: 
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Skyrocket Sales with Low Cost 
JUMBO FLASH CARDS 


smashing success from coast coast 
these big, colorful mailing cards give 
messages that custom punch for syn- 
dicated prices. Get FREE folder 


versatile designs. 


THE CARR ORGANIZATION 
1319 3rd St., 12, Wis. 


Send Jumbo Card designs to: 


Have But One Lamp Which 
Feet are Guided, and That 
the Lamp Experience. 


PATRICK HENRY 1736-1799 


and our lamp which has been 
lit for the past thirty-five years 
not sneezed at. 


SERVICE 


Fast and Service—Since 1919 


Muttigraphing © Mimeegraphing 
Addressing Malling © Plate Curting © Mechanical Addressing 
Printing © Radic & TV orders processed Complete Mell Compeigns 


Eye-catching Postmarks The small towns America furnish many spark set 


off direct mail idea, witness these collected brief search the Postal Man- 
ual. 


course, enough time must pro- 
vided. 

for the question how 
make the mailings probably the 
simplest way would the enlist- 
ment mailing house the area 
from which you wish mail if, 
mailing house that area. 

not, reputable mailing house 
your own area preferably one 
with experience this type mail- 
ing would probably the next 
best answer. 


However, for the 
Leo Bott Jr. offers the 
tollowing tips: 


Make sure the post office you 
choose still existence. These 
small post offices sometimes are 
changed the government 
short notices. 


there are two three post 
offices with the same name, choose 
the smallest. According Mr. Bott, 
the smaller the office, the more 
chance you have getting hand- 
postmarking which inclined 
bigger than the machine-type. 


Write the postmaster telling 
him your desire send out 
mailing using his postmark, and ask 
him for sample it. This 
insure two things: 


The legibility the postmark 
(sometimes they are quite old and 
illegible). 


size, and you see that this office 
using small one, you may want 
choose different office. 


After the postmark checked, 
let the post office your choice 
know the size the mailing you 
wish make, and ask them the 
amount time need get 
the mailings out for required de- 


livery time. The average time 
about two weeks from the time your 
mail gets there until sent out. 
However, these small post offices 
have been known create miracles 
times emergencies ap- 
proached the right vein en- 
listing the assistance the Ladies’ 
Aid, Scout troops, etc. 


sure buy your stamps from 
the post office which going 
the mailing. not legally re- 
quired, but the post office that sells 
the stamps the one that gets the 
credit, and postmasters are only 
human. 


Stamp your own mail, then send 
mailed out. Post offices just 
don’t have the employes the 
authority handle the stamping 
job. 


When ready send your 
stamped mailings out, 
checked the time will 
take get the mailers the post 
office. you send express, and 
there express office that 
town, your mailing may lose valu- 
able time lying around nearby ex- 
press office. 


Let the post office know how 
sending your mailings—by 
express, parcel post, truck, etc. 


Don’t forget say “thank you.” 
While again, this not legally re- 
quired, it’s not only courteous but 
smart you ever want mail from 
the same post office again. While 
all users this medium hasten 
say not necessary all send 
box candy it’s lady running 
the post office, box cigars 
the postmaster, most feel it’s the 
least they can for the service 
they’ve received. 


10. Stick first-class mail. While 
third-class bulk mailings can 
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Christmas Promotions 


Santa Claus, Ind. 
Jolly, Tex. 

Joy, Ky. 

Holly, Cal., Mich., Va. 
Goodwill, Va. 
Hollytree, Ala. 
Snowflake, Ariz., Va. 
Snowball, Ark. 
Snoeshoe, Pa. 
Mistletoe, Ky. 
Noel, Mo., Va. 


Year Greetings 


Many, La.; Happy, Ky., Tex. 
Goodyear, Ariz. 


St. Valentine’s Day 


Valentine, Ariz., Nebr., Tex. 
Friendship, Ark. 

Romance, Ark., Mo., Va. 
Sublime, Tex. 

Hon., Ark. 

Delight, Ark. 

Groom, Tex. 

Platinum, Alaska 

True, Va. 


Fourth July 


Flag, Ark. 

Fireworks, St. Louis, 

Independence, Mo., 
la., Kans., Ky., La., Miss. 


Insurance, Life, Auto 
Accident 


Mutual, Md., Okla. 
Accident, Md. 
Auto, Va. 

Bird Hand, Pa. 
Miracle, Ky. 
Hazard, Ky., Nebr. 


While the United States Official Postal Guide can fur- 
nish enough names tie with product, trade name 
copy idea for lifetime advertising, the following list 
designed suggest some interesting promotion possibil- 


ities admen the hunt for new ideas. 


certainly true that many the names we’ve men- 
tioned one category could easily put another 
perhaps your pet idea but we’re hoping this list will 
not only promotion guide, but springboard for newer 
and better ideas for the admen who browse through it. 


Thrifty, Tex. 
Driver, Miss. 


Special Sale 
Promotions 


Early, la. 

Gee, Ky. 

Eek, Alaska 
Hasty, Ark., Colo. 
Hurry, Md. 
Luck, Wis. 

Loco, Okla., Tex. 
Novelty, Mo. 
Nuttsville, Va. 
Call, Tex. 
Utopia, Tex. 
Weeks, La. 


Food Grocery 
Promotions 


Birdseye, Ind. 
Beetown, Wis. 
Bread Loaf, Vt. 
Chicken, Alaska 
Chili, Ind. 
Cucumber, Va. 
Dairy, Ore. 
Coffee Springs, Ala. 
Lamb, Ky. 
Lemons, Mo. 
Soap Lake, Wash. 
Tea, Dak. 
Tomato, Ark. 
Fancy Farm, Ky. 
Fried, Dak. 
Java, Dak., Va. 
Pie, Va. 


Bank Savings Loan 
Co’s. 

Fort Necessity, La. 

Friendly, Va. 

Dinero, Tex. 

Dollar Bay, Mich. 


Doorway, Ky. (to invest- 
ments, etc.) 

Bucks, Ala. 

Fort Deposit, Ala. 

Okay, Ark., Okla. 

Gold Bar, Wash. 

Fairchance, Pa. 

Cash, Ark., Va. 

Access, Ky. 


Names Foreign 
Places 


Brussels, Wis. 
China, Maine, Tex. 
Siberia, Ind. 
Sweden, Ky. 


Famous People 


Kipling, C., 
Mozart, Ark. 
Jenny Lind, Ark. 
Hemingway, 
Keats, Kans. 
Chopin, La. 
Voltaire, Dak. 
Cinderella, Va. 
Tarzan, Tex. 
Dagmar, Mont. 
Chloe, Va. 
Brutus, Ky. 


People everybody 
knows 


Old Joe, Ark. 
Clara, Miss. 
Clem, Ga., Va. 
Clint, Tex. 

Eddy, Mont., Okla., Tex. 
Edsel, Ky. 

Peggy, Tex. 
Gladys, Va. 
Herbert, Ala. 
Lucy, La. 

Mary, Ky. 

Minnie, Ky. 


Miscellaneous 


Booth, Ala., Tex., Va. 

Book, La. 

Boring, Md., Ore. 

Bromide, Okla. 

Bunch, Ky., Okla. 

Champ, Md. 

Channelview, Tex. 

Cool, Calif. 

Coward, 

Coy City, Tex. 

Crook, Colo. 

Daylight, Tenn. 

Dewdrop, Ky. 

Dimple, Ky. 

Dye, Va. 

Dwarf, Ky. 

Equality, Ky. 

Earth, Tex. 

Era, Tex. 

Fine, N.Y. 

Gay, Ga., Mich., Va. 

Gas, Kans. 

Grit, Tex. 

Goodnight, Tex. 

Gravity, la. 

Holder, Fla., 

Hippo, Ky. 

Hyacinth, Va. 

Humble, Tex. 

Kidder, Ky., Mo., Dak. 

Kodak, Ky., Tenn. 

Laws, Calif. 

Lone, Ky. 

Lovely, Ky. 

Loyal, Okla., 

Man, Va. 

Media, Pa. 

Minor, Va. 

Mix, La. 

Molt, Mont. 

Mold, Wash. 

Tell, Tex. 

Truth and Consequences, 
Mex. 

Tumtum, Wash. 
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You 
Mail? 


MARIE 


mighty small fee, too, for 
Marie’s mighty fast, efficient, com- 
plete mailing service. 


Marie has been handling all mail- 
ing details for wide variety 
clients for more than years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, etc. Also addresso- 
graph and hand-list maintenance. 


She will give you fast, accurate 
service messenger mail. 
Work mailed for you (or delivered 
you) right time. 


For information, service, prices, etc., 
just write phone Marie at... 


431 DEARBORN STREET 


this salesman- 


yours for 
less than 


War 


Crocker full color 

Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact full color 

your merchandising 

and direct mail 


sure and 
send for our new 
reduced price list. Dept. AR-6 


San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 NewYork, 26th St. 
1600 Clinton 


FOR 


made from any post office the 
country, really gets into the “do- 
ing the hard way” department 
many instances. 

For instance, special authoriza- 
tion for out-of-town meters must 
obtained from Washington, 
special die must made and set, 
and the final effect the 
postage permit small, not 
outstanding, postmark. 

First-class mail can give you the 
hand-canceled, “hit-em-in-the-eye” 
effect you’re after for these un- 
usual postmark mailings. 

However, bulk 
mailing your baby, then re- 
quest for authorization and infor- 
mation can made the 
Post Office, Washington, 


Another area which the un- 
usual postmark can help its use 
advertising. Grit Publishing Co., 
Williamsport, Pa., has made effec- 
tive use the unusual postmark 
idea for some time now its page 
ads. 

Grit tells its advertising story 
through use both the postmark 
illustration and the post office 
name the text. For instance, one 
Grit full-page represents cov- 
erage from showing two 
postmarks, “Abbot Village,” Me., 
and “Zamora,” Cal. The text starts 
out with the statement that “Grit 
Kan., Mont., Ore., Texas), solid 
the passing Parade (S. Dak.) and 
successful the Dickens (Iowa, 
Mo., Nebr., Me.).” 

The use the unusual post of- 
fice names practically insures the 
reading the publishing company’s 
advertisement, had been proved 
the success the ads. 


So, you want lessen the Haz- 
zard (Ky.) your mailers being 
Lemons (Mo.), you might try the 
Friendly (W. Va.) Small Town, 
method for response that 
borders Miracle (Ky.) 


Novel Sample Showing 
Provides High Impact 


When Cortley Curtain Co., New 
York, decided send out color 
swatches its new Corspun For- 
tisan drapes, the company started 
look for “impact” type mailer 
that would register brand identity 
with the prospect well show 
him the range available colors. 

The answer lay folded die 
cut mailer the shape house 
showing the new draperies hanging 
the large picture window. 
transparent plastic insert provides 


Peeking Through the Window With 
die-cut window the first page, the 
recipient can see actual swatches 


use. acetate sheet gives the illusion 
glass. 


the illusion glass windows the 
cover, and the recipient unfolds 
the mailing piece, finds material 
specifications, page swatches, 
the drapery sales story and com- 
plete price list. 


Dealers and Mats 
Covered Booklet 


three-part program getting 
the dealer use more your 
mats offered Local Trade- 
marks Inc., New York, reprint 
booklet. 

Written Edgar Hall, man- 
aging director the company’s 
manufacturer’s services division, the 
text covers the advisability giv- 
ing the dealer practical mats, 
proper follow-through plans for the 
manufacturer, and combined pro- 
gram help via direct mail. 

copy available. 


for more details circle 101, page 121 


Fabric Paint Permits 
Printing Textiles 


new water-base fabric paint 
developed Craftint Mfg. Co., 
Cleveland, permits “do-it-yourself- 
ers” paint print wash-fast 
decorations any textile quickly 
and easily. Professional fabric de- 
signers who market their creations 
will also find the paint, Dec-O-Fab, 
useful their work, the manufac- 
turer states. 

The paint ready-mixed for use 
directly from the jar. washable, 
sunfast, and resistant dry clean- 
ing, according the company. Af- 
ter application, flexible and 
will not stiffen fabrics. Color inten- 
sity strong; extender may 
added for semi-pastel and trans- 
parent colors. can also thinned 
with water. 

Dec-O-Fab comes nine colors 


| 


the Packaging Exposition, 


panel top Heinz executives 


gave the story behind the way 


their company 


packaging problems. 


During the past year the 
Heinz Co., Pittsburgh, has made 
concentrated effort reduce pack- 
aging costs without being pennywise 
and pound foolish. How such pro- 
gram has benefited the varieties 
was the hit the American Man- 
agement Assn.’s national packaging 
conference Chicago. 

sat the Heinz team 
presentation, made voluminous 
notes, and here presents report. 
What Heinz has done with package 
design and cost reduction represents 
not only coordinated thinking but 
much soul-searching. 

“The Heinz package must 
safe carrier the product from 
factory consumer and mer- 
chandising medium,” the head the 
Heinz team said. Rumberger, 
v.p. research and quality control, 
was backed other members 
the company explain and show 
how this accomplished. 


Heinz has been designing pack- 
ages since its founding 1869 and 
has always had someone with re- 
sponsibility design the package 
for the product and times. recent 
years has solicited ideas from out- 
side designers, too. 

Perhaps particular importance 
AR’s audience are the “chorus” 
the Heinz packaging advisory com- 
mittee, and Majorack, man- 
ager product development. Both 
continually stressed 
Heinz attempts pull down the 


How Heinz Handles 
Package Design 


rising curve packaging costs, the 
company keeps mind the design 
the package merchandising 
medium. Neither can viewed 
isolation. 


Heinz has recently reduced pack- 
aging costs severai ways and 


areas, and showed specific ex- 
amples: 
Liner specifications For its 


gallon vinegar case, Heinz changed 
from double corrugated liner 
doublefaced single corrugation and 
saved 


Plastic pickle bags 
change from laminated cellophane 
polyethylene extruded cello- 
phane polyethylene, the supplier 
saved 25% and passed 
Heinz. was necessary increase 
the weight the polyethylene for 
product shipment protection, but the 
saving was still considerable. 


Case paper reduction ... regu- 
lar slotted case for pre-cooked 
cereal was changed end-open- 
ing case, reducing the paper used 
and saving 19%. 


Tin coating specifications 
Packaging costs were reduced 
cans for baked beans, spaghetti and 
macaroni products changing 
specifications from 1.25 hot-dipped 
tinplate differential 
coated plate. 


Reduced lithographing colors 
The oz. juice tins formerly were 
lithographed outside with six colors 
metal. Two prints white 
coat 
printings and showed savings 
This also improved the pack- 
age appearance. 


Reduce size closure Without 
hindering the customer 
moving mustard, the oz. mustard 
container closure was reduced from 
mm. The reduction the 


closure diameter represents 
savings. 


Reduced size label Wrap- 
around labels many glass and tin 
containers reduced de- 
pending label size, mean savings 
0.4 per 1,000. Such small 
changes 
themselves, but represent ap- 
preciable cut when multiplied 
large-volume items. 


Heinz reported similar reductions 
and down the line closure 
changes from snap-on screw-on, 
change from two-coat one-coat 
enamel for the inside glass con- 
tainer closures, reducing the weight 
the oz. ketchup bottle oz. 

“We cannot afford satisfied 
with our accomplishments,” Mr. 
Lang said. “With each cost reduc- 
tion packaging must come re- 
newed desire the job well 
better, but with still less money.” 


What about package design 
Heinz? 

Mr. Majorack said the designer 
“truly over the horns dilemma 
but learns live with the 
consumer and the producer even 
though makes neither entirely 
happy,” said. “To his job well 
must follow certain principles 
design discipline.” 

identification and information 


From Can Jar Clear glass con- 

tainer (right) now lets consumer see 


vegetables rich ripe color. 


4 S? BEETS 


COULD YOUR 
LABEL BATTLE 
ARCTIC FREEZE? 


METAL-CAL STICKS 
FAST THROUGH 
“OPERATION DEEP FREEZE" 


Your product will probably never 
undergo the grueling treatment seen 
here Operation Deep Freeze 
subjected weathering any way, 
interested new, patented 
Metal-Cal. 

Metal-Cal’s super-strength adhe- 
sive makes your product’s label 
permanent blistering heat 
Arctic cold. Best all, years and 
years accumulated weathering 
leave Metal-Cal clear, sharp, and 
easy read...that’s because only 
patented 
Metal-Cal 
made .003” 
anodized and 
dyed, etched 
aluminum foil. 
Find out today 
what Metal- 
Cal can for 
your product. 


it’s important, make permanent 


Send this coupon 
for free sample and 
brochure TODAY! 
Metal-Cal Manufactured 
415 East Beach Avenue 
Inglewood Calif. 
Department 


Address 


U.S. patent 2,769,265 


Spout for Easy Pouring 
cereal box (left), which identifies product much more quickly than old carton (right). 


have been added convenience. How 
the manufacturer puts his name be- 
fore the public packages reflects 
his philosophy doing business. 
Over the years Heinz has developed 
and improved such identification 
the word Heinz, its associated sym- 
bol 57, the keystone and the 
pickle. 

While the logotoype the word 
Heinz has varied somewhat over the 
years, has remained remarkably 
consistent. 


The line Heinz varieties was 
not exactly when the founder 
chose the number for its memory 
value. Now Heinz has several times 
that number products. its re- 
design program Heinz has brought 
the closer the two basic sym- 
bols, the logo word Heinz and the 
keystone. has been used itself, 
Varieties and One Vari- 
eties. continues describe the 
line processed foods produced. 

The keystone, for many years the 
dominant part the package, still 
remains closely associated with the 
company name consumer minds. 
With the advent supermarket 
self-service, became too inflexible 
adapted impulse buying, 
however, and was modified size 
and location the package. But its 
basic contour did not change. 

The pickle has been deempha- 
sized design element. had 
been dominant part the label 
the keystone reign. Ketchup and 
vinegar labels still show the pickle, 
but none the redesigned labels 
recent years carry it. However, ad- 
vertising copy and pickle promo- 
tions still exploit it, and used 
souvenir pin factory visitors 
(See AR, February). 


— 


more box tops cut open this newly designed 


With the rise self-service came 
product pictures entice the cus- 
tomer, Mr. Majorack said ex- 
plaining the “what” design 
Heinz. 

show the product the best 
possible manner, Heinz 
scribed the vignette photo theory. 
However, this not absolute re- 
quirement, clear design without 
vignette often doing effective 
merchandising job, too. 

Redesigning the baby food labels, 
Heinz turned 
lettering baby motif for variety 
titles. Salesmen found that mothers 
had search too long for the 
varieties. Now, with few exceptions, 
Heinz uses modern Futura Bold 
style lettering for contrast. 


Another concern the customer 
how much the 
With standardization containers 
and quantities this has been re- 
solved conventionally. Net contents 
are placed either the front panel 
the specified 20% area the 
right the face panel. 

But the customer insists added 
information. 

“Many times, all things being 
equal, the package with the added 
information gets the nod,” Mr. 
Majorack said. 

Here are some techniques Heinz 
uses: 


arrow indicates the pour 
spout precooked baby cereal 
packages, tells mother she doesn’t 
have cut open the top the box. 


Recipe suggestions soup labels 
suggest the use soups making 
more complete dishes. 


arrow the spaghetti pack- 


Ever see WASHDAY the circus? 


Washday? the circus? Certainly! Imagine the circus 
without its bright colors; its brilliant spangles; its gay bunting! 
These things are important they provide the magic touch, 
they accentuate the excitement, the glamor, the fantasy. So, 
behind the glitter there’s washday—the work, and care, and 
skill that’s needed keep the whole colorful setting its 
dazzling best. 

Peninsular, too, put our skill work for you, pro- 
ducing brilliant array colors Tuscan, Pab and Zamora 
cover stocks—setting the stage for your sales message. this 
sample have used pure, raw colors large masses create 
excitement and demonstrate how beautifully this stock per- 
forms under these conditions. 

This message printed offset lb. gray Tuscan. 


TUSCAN COVER ECONOMY COVER ORKID COVER 
DUPLEX COVER BERMUDA DUPLEX ZAMORA 

LIANT WHITE WOLVERINE COVER ANGELO TEXT 


PENINSULAR 


cover stock specialists sow our year 


PENINSULAR PAPER COMPANY MICHIGAN 
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age calls attention the form 
spaghetti. Otherwise, spaghetti form 
difficult identify. 


circle the cap design the 
pickle containers emphasizes that 


the product improved when 
served chilled. 


Functional design container 
label sometimes can astray, Heinz 
admitted, with case histories at- 
tempted changes the traditional 
ketchup bottle and the Vegetarian 
Bean label. 


For many years Heinz has re- 
ceived consumer suggestions for 
ketchup bottle more decorative than 
the self-dispensing container. They 
wanted bottle from which they 
could dispense ketchup spoon. 
Heinz tested globe jar, which sold 
well first, but the novelty wore 
off and sales diminished. 

the regular bottle increased 
Heinz surmised from these con- 
trolled market tests that the old 
bottle still the best with all its 
shortcomings. That the globe jar 


When redesigned 
can (left) failed win support, Heinz 
switched back large keystone design. 


was “nothing but outlet for the 
accumulated frustrations the 
bottle sockers.” 

The additional cost the globe 
jar, said elsewhere addi- 
tional penny two, was not dis- 
cussed Heinz the conference. 

Another interesting case history 
was label change the vege- 
tarian bean package. Heinz hurried- 
switched back the old design 
for this product when sales declined. 
The product was not recognized 
the same when the new label was 
introduced with dominant color 


vignette. The old dominant keystone 
design with its distinctive green 
color had created lasting memory 
pattern. 


Long after merchandise has left 
the manufacturer’s control, the 
package carries his reputation right 
across the counter, Mr. Rumberger 
pointed out. package that looks 
good and serves well has built vol- 
ume and profits for the manufac- 
turer. 

this, Heinz applies controls, 
not only its packaging, but all 
along the line. Ian MacPhail, de- 
partment head statistical quality 
control, for example, related how 
his area rides herd accurate 
filling containers with Heinz 
Varieties. Measurements break 
down fractions ounces with 
scales accurate that new, smaller 
containers oftentimes 
duced, with corollary savings 
packaging materials. 


It’s far cry from the time 
Heinz filled his first bottle horse 
radish 1869 the last jar 
food filled today. 


Push-Button Packaging 
Steals AMA Show 


Gleaming foil, polyethylene 
and “pearlescent” plastic, the Na- 
tional Packaging Show provided 
impressive showcase new retail 
and industrial packaging. While im- 
proved equipment occupied much 
the exhibit space the Chicago 
Amphitheatre, was the innova- 
tions consumer packages that im- 
pressed AR’s staff 
booth survey. 

Brighter and more colorful, they 
now have built-in 
dreamed when package was 
something that protected the con- 
tents and frequently sealed them 
containers, 
boilable foil bags, flour shakers are 
just some the ingenious designs 
the packaging industry has come 
with. 

Among the functional new wraps 
packages gaining ground the 
American Management Assn.’s show 
were these: 


Cheese 


plastic squeeze 
Tubes 


tube now being 
used Swift 
Co., Chicago, for its topping, Cheez 
Presto. Three flavors—Mild and 
Sharp Cheddar and Bluelle have 
been specially formulated for the 
polyethelene package that re- 


frigeration not required. This 
“squeeze-to-use” Bracon tube 
product Bradley Container Corp., 
Maynard, Mass. 

gently squeezing the pliable 
sidewalls the tube, the user re- 
leases the soft cheese the amount 
desired. The ribbon-like strips 
cheese can used atop canapes, 
salads, vegetables, baked potatoes, 
This direct application does 
away with washing knives spoons. 

Other products squeeze tubes: 


Hand cream 
Antiseptics 
Silver polish 
Liquid sweetener 
Suntan lotion. 
Full details are available. 
for more details circle 158, page 121 
Picnic one-gallon poly- 
Jerrycan 


like the metal gas- 
oline containers used the armed 
forces, has been produced for water 
and other beverages Plax Corp., 
Hartford, Conn. It’s flat, light- 
weight container with 
carry-handle and pour-out spout 
protected leakproof cap. 

The unbreakable and 
can used carry noncarbonated 
drinks. will keep the contents 
hot cold for reasonable length 
time. For picnics, the company 
suggests filling the container the 
night before, then placing the 


home freezer. the contents thaw, 
very cold beverage assured. 


Boon for Barbecues. 
dles seal 
make light work carrying otherwise 


Carry-Pack han- 
cartons charcoal, 


bulky fuel. Lazzari Charcoal Co., San 
Francisco, applies the handles 
the factory. 


Charcoal Ten-pound pack- 
Carry-Packs ages charcoal, 

ordinarily bulky 
product, are easily portable thanks 
18” Carry-Pack handles applied 
boxes the factory. Produced 
Carry-Pack Ltd., Schiller Park, 
Ill., the handles perform the dual 
functions sealing the carton and 


— 
Oven-Baked 
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equipping with sales-stimulat- 
ing handle. Lazzari Charcoal Co., 
San Francisco, among the first 
the industry adopt them for fuel 
packages. 
Additional uses Carry-Pack 
are shown company literature. 
for more details circle 159, page 121 


Pillsbury 


Now 
Flour Shaker marketed Pills- 
bury 


Minneapolis, flour shaker con- 
tainer. It’s aluminum foil-lam- 
inated spiral-wound can pioneered 
the Aluminum Co. America. 
punch-out section the top al- 
lows the flour shaken 
poured through perforated alu- 
minum twist closure. The flour can 
also spooned out. 


Cas-Rol-Pak aluminum foil 
For Hot Foods casserole pack with 
tear-tape opening 
was one the new designs view 
the Reynolds Metal Co. exhibit. 
Called Cas-Rol-Pak, designed 
for servings from oven table. 
Clo-Can, foil package with 
“double door” opening, now be- 
ing market-tested the Borden 
Co. for its cottage cheese. 
Foil-wrapped bread also 
highlighted the Revnolds booth. 
Among the users Holsum Bread 
Co., which capitalizes the copy 
line that each loaf now wrapped 
“in its own individual bread box.” 


Pyramid 


Tetra Pak, the 
Packages 


pyramid-shaped 
package design- 
Sweden, making its Ameri- 
can debut under the sponsorship 
paper manufacturer Crown Zeller- 
bach Corp., San Francisco. This 
four-sided container formed, filled 
and packed simultaneously one 
completely automatic operation. De- 
signed for liquids and frozen solids 
such ice cream, has lining 
polyethylene-coated paper. Sizes 
produced far range from oz. 
1/3 qt. 

Crown Zellerbach, which manu- 
facturers Tetra Pak paper, suggests 
the design for cream, jelly, honey, 
milk, juice, etc. Because 
space-saving features, it’s ideal for 
multiple-unit packaging. Six-unit 
ice cream packages are being used 
West Coast Safeway Stores. 

illustrated folder shows Tetra 
Pak machinery operation and ex- 
plains the process detail. 

for more details circle 164, page 121 


Self-Measuring 


one-piece 
Container 


folding carton 
that measures 
out rice, dry milk, detergents 
other dry, free-flowing solids 


Easy Measuring 
rations out equal portions detergent, 
sugar, rice other 
solids. Metered Container Corp., 
introduced new package A.M.A. Pack- 
aging show. 


Metered container 


uniform amounts was introduced 
U.S. Metered Container Corp., New 
York. Housewives can put their 
measuring cups back the shelf, 
company spokesmen say, and rely 
instead the metering device that 
lets the contents flow freely until 
the stopping point. 
X-akway—the die-cut cardboard 
insert that encloses and rations out 
the contents also have nonspill 
feature. dropped the floor 
after opening, containers will not 
spill, the company points out. 

Metered containers work the 
volumetric principle, much like 
hourglasses. They are reported 
measure contents with 97% aver- 
age accuracy. Metered Con- 
tainer, which licenses the packer 
directly, has designed sizes ranging 
from teaspoon dispensers for sugar 
large soap containers. 

metered container sample and 
descriptive material are offered. 

for more details circle 160, page 121 


Holiday 
Labels 


“Holiday-Stik” 
promotional event 
labels, produced 
Allen Hollander Co., New York, 
can used convert standard 
packages into special event sellers. 
Stock labels are available for 
Christmas, Valentine’s Day, Easter, 
Graduation, Mother’s Day, Father’s 
Day, Back-To-School, Halloween 
and Thanksgiving promotions. 
The labels, displayed the 
show, are printed Kro- 
mekote and gold and silver foil 
stock the traditional color scheme 
for each holiday. Since they are 
made with pressure-sensitive ad- 
hesive, they stick without moisten- 
ing most smooth, hard packaging 


materials, such cellophane, poly- 
ethylene, paper, plastic, metal, etc. 
They can removed from remain- 
ing stock the end the event 
without damaging the original pack- 
age. 

Electrically-powered automatic 
dispensers for volume labeling were 
also demonstrated the exhibit. 
Additional details are available. 

for more details circle 161, page 121 


Metal Ribbon 
Cuts Breakage 


age transparent 
packaging, the Lu- 
Corp., Ottumwa, Ia., promot- 
ing its Package Saver metallic rib- 
bon. company fact sheet points 
out that temperature and humidity 
changes along with rough handling 
take their toll broken packages 
and costly losses. 

LuMo metallic ribbon designed 
temper the shock temperature 
changes and combat brittleness 
caused moisture loss. 

sample and complete details 
are available. 


for more details circle 162, page 121 


Grater Cheese comes packed 
with its own grater this futuristic de- 
sign from Alcoa. Other packages are 
slated for the future are being mar- 
ket-tested now. 


Boilable 
Foil Bag 


Before long house- 
wives may 
cooking macaroni 
and other pasta perforated foil 
bags which can placed boiling 
water. When the bag removed, 
the water drains off easily. The 
Aluminum Co. America unveiled 
this and other futuristic packages 
made aluminum foil its exhib- 
it. list some other new ideas: 


Cake mix, packaged carton 
which can double shaker for 
mixing the batter. Two rigid foil 
pans, nested together, are provided 


the cake can baked one half 


grated cheese package, with 
shaker holes the side the con- 
tainer near the top. The holes are 
covered lid and not require 
punching open current grated 
cheese packages. 


package cheese cubes, for 
use hors oeuvres and for good 
portion control cooking. 
Shelf-to-table 
course, not new; what new 
the range kitchen functions these 
packs will perform. will in- 
teresting see what effects these 
packages have the design 
conventional kitchen utensils. 


New Uses Such varied items 
for Zip-Lip handkerchiefs, 
electronic parts and 
pharmaceuticals are now showing 
Zip-Lip self-sealing polyethy- 
lene bags. The packages were in- 
troduced last year Kennedy Car 
Liner Bag Co., Shelbyville, Ind. 
Dust- and leak-proof, air- and 
water-tight, these plastic containers 
feature Polytite fastener Flexi- 
grip Inc. Working tongue and 
groove principle, they offer the user 
tight closure with finger pressure 


IDENTIFICATION 


FOR YOUR 


PRODUCT 


... fast apply! 
bonded for life! 


THICK 


BONDING METHODS ANODIZED COLORS 


PERMANENT 


and easy opening when the fastener 
pulled apart. The number times 
the bag opened and closed has 
deteriorating effect its quali- 
ty, the manufacturer states. Sizes 
range from 3x4” 

sample and additional details 
are offered. 


- . + for more details circle 163, page 121 


Eight-Sided Carton 
Eases Handling Rope 


new octagonal, corrugated box 
now dispenses manila and sisal rope 
for the Hooven and Allison Co., 
Xenia, Ohio. The unit, designed and 
Sandusky, O., permits improved 
product handling through all stages 
distribution. Since the box se- 
curely stapled shut, lashings are 
required keep the coil intact. 
Special die-cut hand holes facilitate 
handling the package transit 
and storage, and die-cut circle 
the top the shipper permits easy 
dispensing for sale use. 

Outside the box printed 
red, green blue—depending upon 
the type rope contains—with 
prominent spots for entering the 
weight, length and diameter the 
product. 


DEEPER ETCH 


CUSTOM DESIGN SERVICE 


Octagon Dispenser 
rope are now packaged for The Hooven 
and Allison Co. container developed 
Hinde and Dauch for keeping coils intact. 


Manila and sisal 


The manufacturer reports that ac- 
ceptance among jobbers and dealers 
has been good and sales have in- 
creased since the switch from kraft 
paper and burlap packaging previ- 
ously used. 

Packing its giveaway switches 
minature replicas the octagonal 
shipping box has proved valuable 
means increasing sales. 


COSTS LESS BUY COSTS LESS APPLY CUSTOM SHAPES AND SIZES 


Quality identification products since 1914 


Each year designers and box users 
look forward the contests spon- 
sored the National Paper Box 
Manufacturers Assn. and the Folding 
Paper Box Assn., largely because 
the care and the dignity with which 
these competitions are run. Here, 
with the comments the judges, are 
this year's selections. 


Household Supplies Produced for 
Vogue Ceramics Industries Manu- 
facturers Box Co. Two features 


this box attract immediate attention: 
the sharply triangular shape, conform- 
ing exactly the ashtray’s dimensions, 
and the combination black suede 
lid with bold cerise base. Both be- 
speak good taste well customer 
appeal. 


Toy Baking Contest Toys 
Games Produced for Model Craft 
United Paper Box attract 
the interest future homemakers, this 
educational toy box adorned gay 
colors depicting miniature replicas 
authentic cooking ingredients and 
utensils contained within. The univer- 
sal appeal contest adds adult in- 
terest the contents, which are snugly 
fitted into die-cut insert for individ- 
ual protection and display. 


Boxes Produced for Lowenson’s 
Grigsby Bros. Paper Box Mfrs. De- 
signed for large urban men’s store, 
these wood-grained boxes present 
rich, mellow appearance that mascu- 
line and yet tastefully conservative. 
The store’s name and seal are em- 
bossed gold the lid. 


“Gelusil” Drug Drug Mailers 
Produced for Warner-Chilcott La- 


Ashtray for Vogue Ceramics 
Toy Baking Contest for Model Craft 
Haberdashery Boxes for 
Gelusil for Warner-Chilcott 
Carbon Paper for Memo Products 
Moccasins for Kleven Shoe Sales 
Powder for Max Factor Co. 
Blouses for Morris Mfg. Co. 
Whisky for Stitzel-Weller 
Memo for Stelo House 


BOXES 


duced for Sharp Dohme Edwin 
packed, these capsule bottles are 
shown for the first time multiple 
display. The carton was designed 
appeal children, especially, and 
attain adequate space the drug- 
counter. The display has spe- 
cial double side seam with Howland 
bottom and separate center tray, thus 
permitting break into three units: 
3-6-3 for better display. colors 
varnish; letterpress.) 


terpress Produced for Monarch Wine 
Here the problem was design 
outstanding gift carton that would com- 
pete with more expensive liquor de- 
canters and overwrapped gift cartons. 
The result was this revolutionary de- 
canter carton which bears minimum 
commercial copy that the stress 
laid gift appeal. This folding box 
has special full flap, auto bottom 
with double Jones lock top, and die- 
cut window for label 
colors varnish; letterpress.) 


duced for Branchell Co. Gereke— 
both gift and the 
trades, carton simulating silver 
chest was developed for Branchell 
tableware. Carton displays merchan- 
dise its best advantage and im- 
parts feeling quality through the 
use quiet, dignified design. Table- 
ware suspended locking them 
firmly place. This construction fea- 
ture protects tableware damage during 
and after shipment. colors var- 
nish; letterpress.) 


Norse Ornaments New Use 
Produced for Norse Craft Continen- 


Mulsavite for Sharp Dohme 

Manischewitz for Monarch Wine 

Tableware for Branchell Co. 

Ornaments for Norse Craft 

Sugar for Savannah Sugar Ref. 

Dayamineral for Abbott Labs. 

Limes for Growers 

Aqua Velva for Williams Co. 

Self-prom. for U.S. Printing Litho. 
Soap for Newport Products Co. 


Several features distinguish this box: 
First, virtually crush-proof. The 
base corrugated board 
wrapped with white paper pre-printed 


made 


for bulk mailing, giving tremendous 
strength. Second, the display printed 
lid wrap has staggered flaps for seal- 
ing the unit, which was loaded and 
sealed the box maker the rate 
1,200 per hour the wrapper pro- 
duction line. 


“Memo” Carbon Paper Office 
Equipment Produced for Memo Prod- 
ucts Co. Anker Paper Color 
keyed indicate contents, this set 
office supply boxes features easily read 
brand name and product identification 
against block background. Carbon 
paper folders within repeat the lid 
extension the lid wrap 
serves hinge and 
quantity production. 


facilitates 


Produced for Kleven Shoe Sales 
Frank Meyer Even without 
trademark, this shoe box reflects the 
characteristics its contents. brown 
parchtone lid and base wrap with 
colorful tan and red printing and de- 
sign exemplify the matching product 
and container. 


Round Oval Cosmetic Boxes Pro- 
duced for Max Factor Co. 
and textural contrast effectively sug- 
gest the desired quality 
this striking cosmetic box. The lid set 
papered with gold foil, while the 
top label high gloss black paper 
printed with red. The base features 
snap-in metal bottom, with 
colored cambric label banded gold 
foil. Powder contained separate 
insert within the base. 


“Shirttails for Two” Women’s 
Wearing Apparel Produced for 
Morris Mig. Co. Palmetto Box Co. 

This book-style box encourages 
multiple sales attractively packag- 
ing casual blouse with 
sport shirt. Base and 
lid are wrapped red and white 
stripes; top label displays eye- 
catching design red, green and 
black white. Die-cut inserts within 
and base protect the contents, 
and carry out the lid motif. 


Whiskey Decanter Food 
Beverage Boxes Produced for Stitzel- 
Weller Distilling Co. Schleicher 
Paper Box Co. Designed primarily 
introduce the Old Fitzgerald Christ- 
mas .Decanter dealers, this box has 
hinged lid and drop-leaf front. 
Covered both inside and out with sea- 
sonal green velour paper, this box 
securely holds the bottle die-cut 
insert. Two candles also. contained 


the insert attractively frame the bottle 
for display 


ery Produced for Stelo House 
Paris Paper Box Co. The realistic 
book appearance this leatherette 
note box attracts immediate attention. 
Hinged the base tray with brass 
rivets, the gold-stamped lid contains 
inner label for listing telephone num- 
bers. Note pad and pencil are easily 
accessible the white base tray, 
which glued the base for addition- 
security. 


Steak Knife Set Jewelry 
Silverware produced for Charles 
Briddell Gordon Son Clev- 
erly designed resemble book, this 
unique set-up box features rich brown 
leatherette tooled gold. The hinged 
lid padded enhance its luxurious 
appearance. With its flat gold band, 
the extension edge base frames 
brown die-cut platform into which the 
knives are fitted. Red plastic ribbons 
provide additional security. 


12. Pre-Recorded Tapes Miscel- 
laneous Boxes Produced for Bel 
Canto Pre-Recorded Tape Co. 
craft Paper Box Co. Designed 
introduce new concept the field 
recorded music, these boxes combine 
individuality with coordinated ap- 
proach packaging. Highly decora- 
tive, each box stimulates impulse buy- 
ing with its unique characteristics. 
the same time, similar construction de- 
tails, particularly size and shape, en- 
able the retailer present attrac- 
tively uniform display. 


13. Personalized Gift Matches 
Personal Accessories Produced for 
Cutler Associates Mason Box Co. 
glossy black field, plus gold and 
white label give this box customer ap- 
peal. The white base fitted with 
pattern. Attractive appearance the 
base interior makes highly adaptable 
for display purposes. 


motional Boxes Produced for Max 
Factor Co. Specialty Paper Box 
Co. Designed provide samples 
the cosmetic products stock- 
holders, this partial telescope gift box 
has lid glossy black with gold 
printing which rests textured gold- 
striped base. Supporting the lid lift 
out tray wrapped burnished gold, 


Turn page for winners 
10; Turn page for 


winners 23. 


containing gold-striped die-cut plat- 
form anchor the cosmetics. 
Die-cut inserts cushion and hold the 
toiletries the base. Handsome 
appearance, the case travels well 
through the mail. 


15. “Butisol Sodium” Drugs, 
Chemicals Pharmaceuticals Pro- 
duced for McNeil Laboratories 
Walter Miller This clever and 
highly utilitarian box actually com- 
posed four trays, two forming the 
base, with hinged lid the top and 
bottom. The interior trays are opposed, 
providing receptacle each side 
for three vials plus ample space for 
identifying copy. the 
hinged lids have die-cut oval af- 
ford glimpse the product even 
when the box closed. 


Produced for Lipman Wolfe Co. 
Grigsby Bros. Paper Box Mirs. 
These candy boxes various sizes, 
feature loose-wrapped lid pat- 
terned silver foil paper striped white. 
Chocolate brown printing the lid 
echoed the glossy brown base. De- 
signed for use large department 
store, the set presents tasteful, lux- 
urious appearance. 


17. Movie Camera Photo Sup- 
plies Produced for Revere Camera 
Co. Congress Paper Box Co. 
Daring use color and bold design 
prove winning combination this 
camera box and display unit. The lid 
colors reappear the brown the 
base, the yellow die-cut platform with 
its inserted tray, the coral upright in- 
sertions which form unique backdrop. 
The precise alignment, sturdy construc- 
tion, and advanced design the pack- 
age convey similar qualities the 
merchandise. 


18. Department Store Holiday Boxes 

Baer Fuller Moser Paper Box Co. 
Designed for department store, 
combine traditional yuletide colors with 
contemporary design. Gold, white, red 
and green are used produce ihe 
pleasing lid decoration, subtly inter- 
spersed with the store’s name. green 


wrapped base completes the holiday 
motif. 


19. Perfume Rec- 
tangular Cosmetic Boxes Produced 
Textured white lid band and label, 
gold edging and trademark provide 
subtle elegance this perfume con- 
tainer. The cut-away base, with its 
gold foil extension edge and gold car- 
ton board lining, contains tray 
drawn flocked acetate. Both protected 
and enhanced, the fragile product may 
displayed with great effectiveness 
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SET-UP BOXES 
(Continued) 


20. “His Her” Soap ... Soap 
Produced for House For Men Wil- 
liams Brothers Paper Box Hand- 
somely bound red lizard paper, the 
gold stamped lid this unusual gift 
box lined with protective padding. 
The gold extension edge the base 
frames interior platform covered 
red lizard paper which gold foil 
wrapped trays display two cakes 
soap great advantage. 


21. Decorative Kitchen 
Textile Boxes Produced for Barth 
Dreyfuss Specialty Paper Box Co. 
fully appreciated, this box 
must seen its natural full color. 
The warm, homey beauty kitchen 
still-life vibrates against 
striped background. The base contains 
fitted insert which holds the contents 


firmly place against cellophane 
overwrap. 


22. Fishing Barometer Sporting 
Goods Produced for Swift Ander- 
son Consolidated Paper Box Co. 

equipment, this handsome 
and durable case covered forest 
green leatherette, with gold stamped 
printing. The hinged lid with its front 
snap safeguards the contents during 


handling, yet makes effective coun- 
ter display. 


23. Pajama Robe Set 
Wearing Apparel Produced for Man- 
hattan Shirt Co. Van Ness Bros. 
Slim pencil stripes gold black 
plus black-printed gold label make 
this distinctive package. The hinged 
book-style box opens display the 
matching pajamas and robe framed 
gold. Merchandise contained sep- 
arate trays which slide out for conveni- 
ent access. Combined effect both at- 
tractive and functional. 


11. Knife Set for Charles Briddell 
12. Tapes for Bel Canto Tape Co. 

13. Gift Matches for Cutler Assoc. 
14. Presentation for Max Factor Co. 
15. Butisol for McNeil Laboratories 
16. Candy for Lipman Wolfe Co. 

17. Camera for Revere Camera Co. 
18. Boxes for Stix, Baer Fuller 

19. Perfume for Larkin Co. 

20. Soap for House for Men 

21. Boxes for Barth Dreyfuss 

22. Barometer for Swift Anderson 
23. Pajamas for Manhattan Shirt Co. 


Bright 
increasing number satisfied managers, 
production managers, account executives, artists, and 
art directors are walking around with smiles their faces 
and our little BOLD their 


daylight fluorescent colors. They screen more smoothly, 


The reason being that BOLD strikes note 
reduce cracking when overprinted and minimize paste 


with every kind P-O-P, 24-sheet and display job... 


quality well economy production. It’s really 
not surprising because BOLD Daylight Fluorescent 
Screen Process Colors are the crowning achievement 
Lawter’s years experience the manufacture 


Consult your silk screen printer for 
P-O-P suggestions 


action 24-sheet showings. Why not join the satisfied 
chorus BOLD your next “bright” 
idea need good first tenor! (On special day- 
light fluorescent color applications, contact Dept. 


LAWTER CHEMICALS, INC., 3550 Avenue, Chicago 45, Illinois 


Newark, New Jersey San Leandro, California 


BOLD and see! 
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WEST WISCONSIN AVENUE MILWAUKEE 


Office of the 
January 22, 1957 


Secretary — Sales Manager 


Mr. Jack Johnson, Advertising Manager 


ADVERTISING REQUIREMENTS 
200 East Illinois Street 
Chicago 


Dear Mr. Johnson: 
ore felt you would 


had from four 


Theref 
have 


Our firm always appreciates testimonial letters. 


interested this one which sets forth the 
full page four-color process advertisements ran 
September, October, November 1956 and January 1957. 


The prospects who 


hese ads. 


direct responses from 
promotional 


All told received 
wrote made requests for different pieces 
onal book numbered 23, and came from dif- 


California. 
book numbered and came 


Company promoti 


Requests for 
from New York 


ferent states, 


Requests for our Micro-Colo 
alifornia. 


states, from New York 
numbered 


for the Christmas issue ARIZONA HIGHWAYS magazi 


The requests 
New York California. 


34, from states, 
the prospects who 


that out 
call 


Perhaps the most gratifying thing 
wrote in, them actually invited send representati 
part definitely indicates that 
nxious learn 


action the 
readership and your 
color 
only gratifying, 


ribers are 
Believe me, Mr. Johnson, 


but saves our sales 
making cold canvass. 


ERTISING REQUIREMENTS 


you have 
about new 
pulling power 
force great deal leg work and 
consider our advertising investment ADV 


wise one. 


All 
thus far 


KRUEGER COMPANY 


AMW/ra Arthur 


ARIZONA FABULOUS MAGAZINE 


LITHOGRAPHERS FOR 


Your advertising Advertising Requirements 

reaches thousands interested readers (and 

over the United States- you have 
product service that will help 
roduction, 


rom their investments 


200 ST. 


editorial CHICAGO 11, 
espon se! 


get more 


promotio 


nothin 


content, reader interes 
Year (12 issues) 


a 


MAJOR 
BUYING 
DECISIONS 


for 
materials and 
services used 


PRODUCTION 
PROMOTION 


are made 
ADVERTISING 
MANAGEMENT 


And one publication leads 

all other advertising 
publications coverage 
this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than reported any 
the five leading general 
advertising publications! 
Get the details today! 


MERCHANDISING 


FOLDING BOXES 


tal Can Ingenuity its best 
revealed these novel Christmas 
tree ornaments. Attractive, safe han- 
dle, non-breakable, they demonstrate 
new use for paperboard. The twelve 
reverse tuck ornaments are packed flat 
tube and sleeve, are easy as- 
semble, and have slit one flap 
through which knotted string can 
attached hang the ornament the 
tree. They can stored the tube 
and sleeve for re-use. colors var- 
nish; packer, 
gravure.) 


letterpress; ornament, 


Dixie Crystals Gravure Pro- 
duced for Savannah Sugar Refining 
Corp. Excellently printed illustra- 
tions showing bakery items that can 
made from the contents each in- 
dividual package give extra merchan- 
dising appeal this family cartons 
for Dixie Crystals sugar. Special re- 
closure feature offers convenience 
homemaker allowing storage 
sugar home without having re- 
move from carton. further pro- 
tect product, moisture-proof liner 
used. colors gloss; gravure.) 


Dayamineral Tablets ... One 
Two-Color Letterpress Produced for 
Abbott Laboratories Acme Paper 
black and gold and wise choice 
type blend give this display unit 
and its individual straight tuck car- 
tons the quiet dignity necessary 
medicinal item. feature the dis- 
play unit the flap its lid which 
holds one exposed bottle tablets. The 
bottle held such manner that 
pilfer-proof. The entire display 
shipped unprinted chip sleeve. 
colors; letterpress.) 


Calavo Growers Andre Paper Box 
Co. Standard Paper Box 
Package was designed with dual pur- 
pose: induce grocers stock 
more fresh limes; (2) broaden dis- 
tribution drug and liquor stores. 
make the package appear fresh 
possible and thus carry out the sales 
theme, pure white board and high 
gloss inks were used. The one piece 
display box has full drag Beers Lock 
corners, die-cut tuck-back display cov- 
er, and dust flaps retain fresh ap- 
pearance perishable limes enclosed 
box. colors; letterpress.) 


duced for Williams Co. 


tainer Corp. This pack- 
age was effective its eye-catch- 
ing masculine appeal that was the 
key major national advertising 
campaign. Starting with the 
request for new display that would 
easy set up, give good product 
visibility, and shipped economically, 


the boxmaker worked with the manu- 
facturer create startling new 
package. Its rich colors are compli- 
mented effective use foil. 
sales success from the start. colors; 
letterpress.) 


Lithograph Co. for own use. 
This carton containing double pack 
playing cards distributed 
Christmas remembrance good ex- 
ample self-promotion manufac- 
turer packaging materials. ad- 
mirably succeeds providing subtle 
company identification, beautiful gift 
package, and promoting the com- 
printing. The design the carton 
part coordinated advertising and 
promotional theme being 
used the company, “Color Printing 
Our Baby.” Full-color reproduction 
the baby the same used 
other advertising media. colors 
varnish; offset lithography.) 


duced for Newport Products Co. 
completely different from existing car- 
tons, this package for White Magic 
Soap blends unusual artwork and fine 
printing. The former carton, whose de- 
sign had remained unchanged for 
many years, was retained style with 
artwork soft pastel colors. The letter- 
press used close register achieve the 
soft effect. Glue-end carton for use 
Stokes fully automatic machines. 
colors; letterpress.) 


commodate various shaped pipes, the 
cartons this all use the 
same gold foil tray but have different 
sleeves. There are three basic style 
pipes: white briar, standard and super. 
The trays have double glued sidewalls 
with overlap friction ends plus inserts; 
sleeves, open end glued, lamcoted 
provide window and gloss printed 
area. (Tray, color; sleeves and 
color; letterpress.) 


Produced for Blumenthal Bros. Choco- 
late Co. Chicago Carton 
Here’s carton that has all the ele- 
ments successful package. Its de- 
sign reflects the quality the entire 
family candies. The cellophane 
window permits product visibility. The 
carton construction makes shelf stack- 
ing possible. use different colors 
for each six different candies, the 
package maintains family identity but 
still identification 
easy. The design clear and unclut- 
tered and the printing conveys the 
feeling quality and cleanliness 
production. colors; letterpress 


Gifts sets Textiles (Tie 
Award) Produced for Interwoven 
Stocking Co. Container Corp. 
America. Designed expand the 
gift market appeal the product and 
stimulate impulse buying, this dis- 
tinctive cartons provided 
the answers both points. The boxes 
are identical construction, having 
two-piece full telescope Kwikset with 
special die cut insert hold tie and 
socks position. They differ only 
design and the number colors used. 
colors and varnish; offset lithog- 
raphy.) 

Chimney Sweep Fireplace Pow- 
der Miscellaneous Produced for 
Coughlan Co. Continental 
Can Specially designed for 
the product spur impulse buying, 
this folding box-display holder pro- 
vides ample space describe the 
product, which packaged imi- 
tation birch log, and outline its func- 
tion destroy soot and make colorful 
flames. the limited time the product 
has been the market, the customer 
reports has had tremendous suc- 
cess which attributes the un- 
usual carton. color; letterpress.) 


Produced for Shuford Mills Suther- 


new pressure-sensitive tape resulted 
this large line designed 
cartons, all carrying out the tape motif. 
The outer carton has glued reverse 
tuck for Tuck-O-Mat operation, while 
the inserts are flat die cut-scored. 
addition, the inserts are plastic-coated 
prevent sticking exposed side 
edge tape. colors; letterpress.) 
“Polly Ann” Gift Gadget Bar 
Displays Produced for Rawl 
Engineering Mfg. Co. Inc. Federal 
Paper Board Co. Inc... sales 
cess lies behind this effective 
counter merchandiser. Sales these 
novelty jewelry items more than dou- 
bled when customer switched this 
type display. The display consists 
three parts: trays 
base; attractively printed inside liner 
and card, and readily-adjusted and 
self-contained easel. The whole display 
takes minimum valuable coun- 
ter space. (Display card, colors 


Kaywoodie Pipes for Frank 
Candy for Blumenthal Bros. Choc. Co. 
Gift set for Interwoven Stocking Co. 
Fireplace Powder for Coughlan Co. 
Shurtapes for Shuford Mills 

Merchandiser for Engineering 
Toys for Merry Mfg. Co. 

Snips for Wiss Sons Co. 

Modess Belts for Personal Products 
Beer for Goetz Brewing Co. 

Vodka for 

Box for Macy’s San Francisco 


= 


; 
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varnish; body liner card, color 
varnish; easel, color; letterpress.) 


Toys Sporting Goods Produced 
for Merry Mig. Co. Printing 
Lithograph Co. This attractive 
three toy household aids 
like demonstrates clear- 
that simplicity and economy con- 
struction can still provide excellent 
package. The hinged cartons with 
built-in shelves, containing tiny rep- 
licas well-known brand merchan- 
dise, actually serve cleaning 
closet, diaper closet and linen 
closet for Miss Homemaker. 
transparent panel over the shelves 
keeps the items place until sold. 
colors press varnish; letterpress.) 


Wiss V-19 Snips Hardware 
Produced for Wiss Sons Co. 
Sample-Durick Co. This carton 
part complete redesign for this 
famous cutlery maker. Working from 
the mocked-up model the designer, 
the boxmaker developed sheath 
conform the contour the Wiss 
V-19 snips. For display, the manufac- 
turer sought which 
would hang pegboard and would 
utilize solid bright color behind the 
snip handles. clever matching the 
color and design the front the 
sheath created extremely effective 
sales-builder. The carton into which 


the sheath goes reverse tuck 
heavy kraft with inner glue com- 
partment with which hold the head 
the snips. (Sheath, colors spot 
varnish; box, colors gloss ink; let- 
terpress.) 


sonal Accessories Produced for Per- 
sonal Products Corp. Burt Co. 

Direct tie-in the Modess Custom 
Belts cartons with advertising the 
product has resulted identification 
the point-of-sale and increase 
sales volume several hundred per 
cent. Subdued, delicate cartons feature 
transparent window for consumer in- 
spection the product. special in- 
side tray holds the belt. colors; off- 
set lithography.) 


Country Club Beer Carriers 
Produced for Goetz Brewing 
Co. Continental Can Con- 
taining six 12-ounce, deposit, 
return bottles, this striking carton 
designed with full cell construction for 
complete bottle protection and with 
sturdy handle for easy and safe carry- 
ing. The excellent graphic design 
the carton provides exceptionally high 
brand identification. colors; letter- 
press.) 


Smirnoff Vodka Beverages 
Produced for Heublein Robertson 
Paper Box Co. Developed primari- 


CIRCLE 


Sign 
ARE THE CHOICE NATIONAL ADVERTISERS 
Longer 


GRACE Signs are silk screen processed steel aluminum. Finishes are baked enamel and 
reflectorized desired. All paint enamels used are made GRACE specifications. This means 
quality control that the service life the sign. Our years sign making your guaran- 
tee superior signs. 


28” 


DESIGN YOUR SIGN YOU 


Color sketches will gladly submitted, 
obligations. Just let know. 


LET HAVE 
YOUR INQUIRY 


SEND FOR FREE CATALOG COLOR 


effective artwork achieve definite 
eye appeal. The pictorial suggestion 
the gift decanter inside excellent. 
unique effect and economy are at- 
tained through use labels which are 
applied the cartons the 
plant. The label stands out boldly 
the one white panel which, itself, 
contrasts sharply with the three black 
panels. colors varnish; letterpress.) 


Clothing Box Retail Pro- 
duced for Macy’s Andre Paper Box 
Co. ...A re-design the previous 
folding box used the customer, this 
artistic carton provides the shopper 
with pen-and-ink tour the city 
San Francisco. Along with myriad 
little inset maps the city and its 
suburbs, are sketches the famous 
Chinatown quarter, the cable cars, the 
Golden Gate bridge and other land- 
marks. The carton has Beers-style 
corner lock, full Telescope. The outer 
surface printed web flexo- 
graphic press, laminated kraft and 
then sheeted predetermined sizes 
for die cutting and creasing presses. 
This results unusual economy for the 
customer. color; flexographic.) 


National Guard Series 
Features High-Styling 


Taking its place right along with 
the nation’s sponsors high-styled 
shows, the National Guard re- 
leased series eight 15-minute 
films that marked new high 
entertainment value 
service films. 

Produced with eye recruit- 
ing purposes, the 
song-stylist, Jill Corey, and featured 
the music the Dick Hyman Trio 
and guitarist, Mundell Lowe. 


Be Borer 
ine 


NATIONAL 


Top Bait Pretty Jill Corey became 
the nation’s most recruiter 
when she starred high-styled series 
produced for the National Guard. 


Coffee, soft drinks and beer 
three different beverages but 
all found that premiums have 
helped better merchan- 
dizing job, reported the 
Premium Buyers Conference. 


Nestle’s... 


Three Points Used 
Evaluate Worth 
Premium Program 


Merchandising Manager 
The Nestle Co. Inc. 
New York 


Recently were interested 
reviewing rather minute detail 
all the consumer premium and 
other mail-in offers had made 
the past three years, which, in- 
cidentally, represented some mil- 
lion items sent out about 
different offers. 

might expected, these pre- 
mium promotions ran the gamut 
from good “How did ever get 
into that one?” 
thing was, however, that retro- 
spect some the promotions which 
like duds the time, really 
bad. From all came 
three basic conclusions: 


That sufficient time must al- 
lowed elapse secure complete 
facts before final evaluation 
promotion made. 


That this evaluation must 
the basis the original objectives 
that promotion. 


That the best promotions were 
those where the premium offer it- 


Premiums Help 
Beverages Boost 
Impulse Buying 


self provided extra plus where 
served purpose above and be- 
yond the normal simple objectives 
getting displays, consumer triers 
and what have you. 


The first these seems obvious 
that, first blush, hardly seems 
worth mentioning. And yet, how 
many times have tried make 
report the effectiveness some 
program when really 
had half the facts available? 


The second point evaluating 
the basis original objectives 
again seems just normal common 
sense. But let’s take closer look 
it. 

How often you find people 
judging the success premium 
promotion the basis the num- 
ber consumer orders received 
when actually the one big objective 
was build store traffic? It’s nice 
have both, but program had 
been specifically designed get 
displays stores and did just 
that, then was successful pro- 
motion. 

believe that preach and 
sell this “weigh the basis 
objectives” gospel, will make life 
easier for all the merchan- 
dising and promotion field. 


But now let’s get the third con- 
clusion discovery made. The 
most successful premium promo- 
tions were those where the pre- 
mium itself provided extra plus 
purpose beyond the filling 
normal, simple objectives. What 
this plus that makes such premium 
offers stand out terms suc- 
cess? elusive something that 
can take many forms. 

coordinating factor that strengthens 
other basic objectives. may serve 
build special identity for your 


product. may act reenforce 
your basic advertising. Since 
somewhat nebulous thing, can 
perhaps better explained 
case history than description. 

For example, have product 
called Quik, which chocolate 
milk modifier. Like many other 
products, historically suffered 
summer slump because lack 
interest and promotional activity. 
1955 developed plan for 
ice cream soda promotion, using this 
product. had what appeared 
all the elements success de- 
licious recipe, good advertising, 
attractive display material, plus 
appeal the dealer help him 
sell more two good profit items, 
ice cream and bottled soda. What 
happened? Very little. 

Still convinced the itself 
was sound, the next year tried 
the same thing with one change. 
This time added consumer 
premium offer the form ice 
cream scoop with actual sample 
the scoop incorporated into the 
point-of-sale material. this fash- 
ion, demonstrated the adding 
the ice cream the soda. 

Miraculously, the “dud” the 
previous year became outstand- 
ing success. The ice cream scoop 
appeared the catalyst that 
translated the idea were trying 
sell, both the trade and the 
consumer. were successful 
getting thousands displays all 
kinds stores, including chains that 
usually never use any point-of-sale 
material. 


Our prime example this extra 
plus purpose served premiums 
connection with our coffee 
makers instant coffee, which 
have been used during the past 
several seasons. 

Historically, instant coffee had 
usually made the individual cup 


Premiums, Prizes Specialties 


opposed ground coffee made 
percolator and served meal 
times. offset this, and convert 
instant coffee meal time bever- 
age, set out advertise the idea 
making quantity the pot 
full. reenforce this idea, de- 
veloped, with the cooperation the 
Silex Co., name synonymous 
with coffee brewing and therefore 
plus for our purpose), the first 
true instant coffee makers. 

All all, believe can fairly 
stated that this was truly premium 
with purpose, which succeeded 
establishing our product wider 
circle customers with broader 
uses. 


And now, after this period 
looking backward, time turn 
around and take forward look 
again. 

Expressing another way, what 
have learned the form 
guide for future premium offers 
adds these three points: 


Make sure the 
gram fits the objectives the pro- 
motion (and the more the better). 


Make sure the evaluation the 
promotion terms those origi- 
nal objectives (and supplement 
that, don’t get bear-trapped into 
evaluation before all the facts 
are in). 


Look for that extra plus 
premium that goes above and be- 
yond the simple promotion objec- 
tives. 


sure that can follow 
these three rules, will not only 
have premiums with purpose, but 
addition, will find much easier 
explain the purpose pre- 
miums. 


Canada Dry... 


Premiums Used 
Gain Valuable Space 
Supermarket Shelves 


Ralph Nims 
Vice-President for Marketing 
Canada Dry Ginger Ale Inc. 
New York 


Our business like all others 
keenly competitive. are 
competition not only with other 
purveyors soft drinks but are, 
effect, constantly competing with 
all other manufacturers grocery, 
refreshment and impulse items 
not only for share the con- 
come but, even more so, for allo- 
cation space and prominent rep- 


resentation the market place, 
which primarily now consists the 
large, self-service market and the 
modern, multi-item 

These conditions require that 
devise ways and means train the 
spotlight feature attention our 
products periodically means 
special intensified promotional 
activities. doing, have 
scanned and will continue ex- 
plore the general field pre- 
miums device around which 
can whip special promotion 
which will enable create some 
beneficial the merchandising and 
movement our products. 

the past, have used rather 
wide variety premiums, includ- 
ing comic books (tied with tele- 
vision program aimed the juve- 
nile younger teen-age audience) 
cardboard cir- 
cus action toys (tied with our 
sponsorship the “Super Circus” 
television show) plastic place 
mats personalized stationery 
marbles thermo bags silver- 
tone coaster-ashtrays combinations 
“pop” records and, the old 
reliable, drinking glasses. 

have offered premiums 
cost the consumer, tied direct- 
with the purchase our product 
the store such comic books; 
have required proof purchase 
but cash; and, have, 
course, utilized 
combined with proof purchase. 
The latter has perhaps proven 
the most useful the present mar- 
keting economy. 

particular interest, hope, 
people who are immersed and vital- 
interested the merchandising 
force premiums, are the criteria 
that the carbonated bever- 
age industry apply determine 
when and what kind premium 
should use and, secondly, some 
case history reference what 
have done with specific 
premiums. 


selecting premium, and de- 
vising ways and means for its pro- 
motion, like all other com- 
panies take into account the re- 
action three kinds people: the 
consumer, the retailer dealer, 
and our own sales personnel. our 
particular case, quite probable 
that give considerably greater 
emphasis sales force and dealer 
considerations than many other 
organizations active the promo- 
tion brand-name products. 
Naturally, one our objectives 
ward present consumers with good 
value, and thereby cement brand 
loyalty, and course are anx- 


ious gain new users stimulat- 
our products. With respect the 
consumer element, expect that 
the criteria apply the selec- 
tion premium are very much 
the same those used other 
successful merchandisers. 

Because our intense desire 
win from the retailer special fea- 
ture display space, have 
marked tendency give great 
deal weight not only the in- 
terest and excitement which the 
premium and the idea the cam- 
paign can stir with the retailer 
but also the enthusiasm which 
can engender our own sales- 
men. These are the people who 
must use the story the premium 
get the increased display co- 
operation from the dealer for which 
are shooting. 

Actually, measure the effec- 
tiveness any premium campaign 
not terms “how many pre- 
miums sell, the direct re- 
sponse from the but 
rather terms the actual count 
feature displays the premium 
campaign secured for and its ef- 
fectiveness arousing interest, 
creating excitement, 
confidence the soundness our 
merchandising program. 

matter fact, have had 
some premium campaigns which 
the movement the premium item 
has been disappointing us, and 
particularly disappointing the 
vendor the premium, but which, 
the same time, have been gen- 
erally regarded our organization 
successful from the point view 
the objectives the campaign. 
lot dealer interest was gen- 
erated, special displays 
were built and, result the 
displays, additional “impulse” sales 
were stimulated which contributed 
strengthening our sales curve. 


Bearing mind that our primary 
objective use the premium de- 
vice and the promotion built around 
secure feature in-store dis- 
plays, have experienced our 
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DVERTISI 


GIVE 

GREEN 


YOU'RE JUDGED 


YOU'RE JUDGED your printing 


The final judge lure’s merits the fish, not 
the fisherman. And when you use printed selling 
pieces lure prospects, your final judge the 
reader. 

has examined hundreds booklets, bro- 
chures, broadsides, folders, manuals, reports and 
catalogs. has learned appreciate and respect 
the ones that are distinctively printed quality 
paper. They appeal his good taste and judg- 
ment. 

you show respect for your taste and 
judgment sending him distinctive printed liter- 
ature, respect you return. Make sure, there- 


fore, booklets always reflect the good name 
and character your company. they do, 
win many good friends and customers for you. 


Your teammate GOOD printer. The 
way look your best print consult good 
printer the very start the job. can deliver 
printed pieces that will draw favorable attention 
your product service, enhance your reputa- 
tion and increase your sales. good printer will 
probably specify Warren’s High Standard Print- 
ing Papers. knows that Warren papers pro- 
duce top quality printing results. Warren 
Company, Broad Street, Boston Massachusetts. 


Warrens printing papers 


HIGH STANDARD 


good impression 
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greatest success with premiums 
which can actually displayed 
the store full-life presentation 
mass display the merchandise 
are promoting. 

Certain items, which otherwise 
have value and contain consumer 
appeal, not lend themselves 
actual display along with relative- 
large number cases, cartons 
bottles our products. order 
the right perspective such 
display, and command attention 
the large supermarkets where 
such big share our sales 
now consummated, find 
helpful have premium that has 
some bulk size, some element 
colorfulness which makes stand 
out and command attention. 


1939, 112,000 food stores the 
United States enjoyed 70% the 
total food volume; 1954 be- 
cause marked increase the 
volume larger supermarkets and 
the development shopping cen- 
the number food outlets 
doing 70% the total volume had 
been reduced 50,000; esti- 
mated the experts that 1960, 
70% the volume will done 
only 37,000 stores. 

This means, course, that we, 
like other manufacturers, have few- 
individual opportunities pro- 
mote our products the point-of- 
sale but that each one these op- 
portunities becomes increasingly im- 
portant because represents ex- 
posure and contact with in- 
creasingly large number con- 
sumers. 

The kind promotions de- 
velop, therefore, whether they in- 
volve the use premium not, 
must geared that our sales 
organization can score high per- 
centage success arousing the 
dealer interest and motivation that 
prompts him feature our promo- 
tion his store. Furthermore, with 
fewer but bigger stores work 
through, the allocation quantity 
the premiums for display 
stores becomes both more important 
and more practical. 


Needless say, one the strong- 
est motivations can use get 
dealer tie the point-of- 
sale with any our promotions, 
including premium campaigns, 
able show him that 
doing will better off 
other words, make more money. 
Fortunately, have good prof- 
story, good turnover story, and 
good service story. When set 
out earn special display atten- 
tion from our dealers impor- 
tant that whatever contain 


some ingredients which can 
made believe will serve in- 
crease the profitability that share 
his business represented 
Canada Dry. 

Our promotions must spe- 
cial service the dealer and they 
are valueless him unless they 
can expected first, increase 
profitable volume and, second, in- 
crease traffic his store and, there- 
by, exposure prospective buyers 
the many items and values which 
offers. 


that conduct consumer adver- 
tising aimed directing people 
our dealer’s store and thereby cre- 
ating increased store traffic. 
have found very helpful attach 
handy order forms point-of-sale 
material when conduct premium 
promotions. also aids develop- 
ing our story our consumer ad- 
vertising tells people that this handy 
order blank available their 
favorite store. 

Incidentally, giving advertis- 
ing support premium promotions, 
have found that nothing takes 
the place the use local media 
newspapers, radio spots and tele- 
vision spots. National magazines 
are helpful and are some signifi- 
cance those people who make the 
decisions with respect the tie-in 
cooperation get retail stores. 


Pabst... 


Premium Plans Take 
Unusual Twists 
Brewing Industry 


Marshall Lachner 
President 

Pabst Brewing Co. 
Chicago 


Let define what the word 
“premium” means me. 

consumer over and above regular 
normal expectancy. 

words consumer benefit 
thinking premiums and their use 
would find that premiums 
have much broader use and ac- 
ceptance than generally believed. 

crockery, cutlery gadgets and 
gizzmos. premium anything 
that offers the consumer added 
benefit. 


The premium can even such 


benefit. 


Last fall, when interest the 
presidential elections was running 
high, our Southern divisional sales 
manager devised sales promotion 
which called “Operation Elec- 
tion.” was very simple promo- 
tion based the “Vote for Me” 
idea. 

The drivers who deliver our beer 
retailers were given cards and 
posters with their pictures them 
and the words “Vote for Me” and 
“Help win trip Bermuda.” 

Obviously, the trip Bermuda 
was premium for the driver. But 
what made the promotion success- 
ful was the psychological premium 
for the consumer. 

Votes were counted terms 
extra purchases Pabst Blue Rib- 
bon beer and the consumer, when 
bought Pabst, got premium 
the form that “good and self- 
satisfying feeling having helped 
his fellow man.” 

Incidently, this premium brought 
about 11% upturn our sales. 


The ideal premium, course, 
some item which everyone wants 
but which they can only get through 
the purchase your product. 

haven’t seen this one yet, but 
have found some things which 
goodly proportion consumers 
want and which only can offer. 

One these was not intended 
vertising display piece, but 
captured the public imagination that 
were forced make variation 
for consumers. 

For National Restaurant Month 
promotion, our advertising agency 
wrote jingle which 
duced plastic platter hung 
restaurants. The jingle read: 

“Wives who cook and the 

dishes 

Should granted these three 

wishes 

grateful mate, 

well-kissed cheek, 

And restaurant dinner once 

week!” 
continued page 72B 
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Sixth Series 


Mr. Publisher, get out 
the economic 
with Krueger’s promotional 


know-how, plus 


Micro-Color® Lithography 


The publishing business you how get your publication 


bed roses. Net profits are “back the track and keep 
down 2.7%. There are cost the black”. He’ll call when you 
problems, production problems, want him cost 
circulation problems, whether you obligation you. 

publish magazine with paid WRITE IT’S FREE! Send for 


controlled circulation, copy our Publication 


internal external house magazine. Division Folder, outlining our 


Solve your problems turning complete services. Address Dept. 

magazine-minded Krueger! PD-5657, Milwaukee Wisconsin. 

have ample production This insert lithographed 
facilities but, more important still, MICRO-COLOR Lithography 

have years experience the Krueger Co. 

circulation promotion. Let one Photo Chuck Abbott. 


magazine specialists show 


Color lithographers for Arizona Highways fabulous scenic magazine 


W.A. KRUEGER CoO. 


EXECUTIVE OFFICES AND PLANT: 3830 Wisconsin Ave. Milwaukee Wis. TWX 


CHICAGO SALES OFFICE: 600 Jackson Blvd. Chicago 
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When say “Yes”... 


Some folks say yes anything just 
their customers. can’t make 
your deadline, say so. Phone 


Betty Wolfe Willard, Ohio, 231. 


Coupon For FREE QUALATEX Balloon information 


The PIONEER Rubber Co. 
410 Tiffin Road 
Willard, Ohio 
Please send me: 
Distributor 
Copy “Advertising Balloon Fact 
(Ideas, samples, prices and 
imprint worksheet) 
Firm 
Address | 


Requested 


DRYETTE 
HOSIERY DRYER 


FOR MILADY’S UNMENTIONABLES 
JUST WHAT WOMEN NEED AND WANT. 


Premium that in- 
fluences women 

your 
produc Brings 


handy, FLORAL DESIGN 
DRYETTES use DRY 
HANGERS for Hose, Gloves, Hankies and 
UNMENTIONABLES. Made soft, gentle 
the sheerest fabric. exquisite 
tint colors. Ample space 
r imprint. Ideal package, coupon 
-away premium. Cost low, re- 
sults assured. Only $37.50 per 
phone wire order. Sample request 
MEINHARDT CO. 4333 Pulaski, 
Chicago 41, Ill. 
Premium 
Phone: JUniper 8-3813 


lt 


21,000 Circulation 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, carefully tailored 
precisely directed buyers adver- 


services, materials, equipment, 
supplies. 


Get AR! 
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received requests from wom- 
all over the country for the plat- 
ter with this jingle which they ob- 
viously wanted use coerce 
their husbands into taking them out 
the kitchen least once week 
for dine-out dinner. 

display piece the platter was 
terrific .... was too 
expensive; designed plastic 
place mats for premium 
and these were too cheap. you 
can see, there more premium 
than exclusive idea. 

must also present value. 
must inexpensive enough for the 
merchandiser afford it, but 
quality provide consumer satis- 
faction. 


are giving most the re- 
tailer when give him more con- 
sumers and customers. 
build more consumer consumption 
offering the consumer benefits 
which make him appreciative 
product. 

short, when direct our pro- 
motions toward 
through the use premiums and 
other modern merchandising meth- 
ods can devise, are perform- 
ing premium service for our re- 
tailers. 

example, have recent- 
used several coupon promotions 
selected markets various parts 
the country. These coupons were 
mailed all householders each 
the cities couponed. The coupon 
offered 25c toward the purchased 
6-Pak Pabst Blue Ribbon 
beer. 

But you know that editor 
newsletter mailed tavern 
owners said were “taking busi- 
ness away from the taverns’? 

His reasoning was that the pack- 
aged beer was sold mostly liquor 
stores and grocery stores. Hence, 
store .... use the coupon buy 
6-Pak beer and nevermore 
back the friendly corner tavern. 

completely overlooked the fact 
that the coupon had created new 
beer drinking customers sam- 
pled thousands people who would 
not have bought any beer any 
place except for this coupon! 

know that our couponing even 
increased the sales competitive 
brands..... was bound to..... 
because everybody town was 
made beer-conscious our satura- 
tion coupon mailing! 


have developed another ap- 
proach giving the consumer 
benefit which think has place 
this discussion the value 


premium promotions and also in- 
dicates that, spite some re- 
strictions, there desire get 
way it. 

The state Alabama bound 
restrictions any the coun- 
try. good percentage the coun- 
ties are totally dry. 

The laws regulating the sale and 
promotion beer are broad 
their restrictions that you would 
think impossible any mer- 
chandising. fact, the laws reads 
that with the exception advertis- 
ing newspapers, radio, and 
billboards, other advertising and/or 
promotions are illegal. 

Retailers cannot even display 
sign identifying them making 
beer available. small card which 
reads “licensed the Alabama 
State Alcohol Control Board” the 
only identification place that 
sells beer. 


Mayor Birmingham had pet 
project the building fine mod- 
ern zoo for the city. fact, 
asked donate animal for 
his zoo. 

Just show how much think 
premiums, gave the mayor 
the biggest premium you can imag- 
ine elephant! 

And with any worthwhile pre- 
mium, the recipient was pleased and 
grateful. 

The mayor wanted some- 
thing for us. still following the 
idea consumer benefit, ex- 
tended the idea public benefit 

and offered give the city 
Birmingham one cent every 
can bottle Pabst Blue Rib- 
bon sold the county for pe- 
riod ninety days. The funds were 
house which the zoo needed. 


newspaper, radio and ad- 
vertising, which was legal, pub- 
licized the slogan, “Buy the Brew 
that Helps the made page 
one news with our offer. were 
and two weeks reversed 
downward trend and had 35% 
gain sales Pabst Blue Ribbon 
beer. 

the end the 90-day period, 
the city Birmingham got check 
from that brought our total con- 
tribution the zoo nearly 
$10,000. 

How’s that for premium promo- 
tion? This was consumer bene- 
fit that will benefit successive gen- 
erations the years come and 
permanently identifies the Pabst 
Brewing Co. benefactor the 
city Birmingham. 


We-Deliver! 


New?... 


1957 Premium Show 
Shows Few New Items 


The National Premium Buyers 
Exposition Navy Pier Chicago 
this year left good many the 
visitors with the conclusion that the 
premium industry rather resembles 
the train traveler who rides back- 
ward because wants 
where has been. 

booth-to-booth coverage the 
show amazingly few 
brand new items for show 
large this one, and the entire in- 
dustry, with but few exceptions, 
seemed have spent the past year 
putting 1957 overcoats 
babies regarding the 
posedly “new this year” items found 
the booths. 

The dearth the smaller premi- 
ums valuable that “some- 
thing extra for the extra and 
the continuing growth and populari- 
executive gifts and sales in- 
centive items, just may the start 
trend toward pushing the small- 
premium into place relative 
unimportance the field. However, 
time will tell. 

cheering note the show was 
the greater acceptance promo- 
tion plans available with the pre- 
mium the prospective buyer. 


Probably the finest example 
this was seen the promotion plan 
from Royal Coin Co., New York, 
the use their “real foreign coins.” 
This company offers educational 
promotion for the children full- 
color, heavy board world map coin 
holder, booklet coin collect- 
ing, and coins start the young 
arm-chair traveler. 

Another interesting item the 
Royal line the “genuine foreign 
paper money” from all over the 
world. 

Illustrated literature, giving full 
details, promotion ideas and prices 
both the coins and the paper 
money available. 

for more details circle 138, page 121 


Equally clever promotion ideas 
brochure from the Kay Coin 
Service Corp., New York. This fea- 
tures two young buccaneers beam- 
ing treasure chest containing 
real foreign coins. 

The company makes 
however, that this just one idea 
the use its coins, and offers 
create individual coin premium 
plans for exclusive use. 

- . + for more details circle 139, page 121 


Ranging from brand new im- 
proved versions the “tried and 


Something the Chicago Pre- 
mium Show, registers horrified surprise 
she poses with new premium idea. 


Elaine Conte, 


true,’ the following list points 
the continuing popularity pre- 
miums for better homes and hap- 
pier kids. Further information 
available circling the appropriate 
number the Readers’ Service 
card. 


New Pro-Tex 
Plaque Mats 


Old favorites with 
new design, Pro- 
Tex plaque mats 
are now available the new 
“Gourmet” set. Each the three 
7x7” plaques whimsically dec- 
orated. Set includes “Table 
Weights and Measures,” 
Chart,” and “Table Meat Cook- 
ery.” 
any where, 
the colorful plaques can used 
place mats hanging plaques. 
illustrated leaflet list prices, 
including six lines imprint, rang- 
ing from 23c 


for more details circle 140, page 121 


Unspillable nail-polish con- 
Nail Polish tainer that 
break spill, 


from Monroe-Danford 
Co., Lincoln Park, J., combines 
polish and brush gold-finished 
case. When the cap taken off, and 
the Tipette pointed tip down, just 
enough polish for one nail time 
flows the brush. The purse- 
size container available with im- 
print and contains enough polish 
for approximately 270 applications. 

for more details circle 141, page 121 


Heat-Beating 
Mini-Breeze 


Cool, clever, and 
conversational, this 
hand-fan from 
Product Miniature Co., Pewaukee, 
Wis., beats the heat whipping 
light-weight, 
rene with safe-to-touch polyethy- 
lene blades. Battery-operated, the 
unit comes complete 
with two batteries, has plenty 
room for advertising imprint. Sug- 


gested applications include the de- 
lights cool breeze any time, 
any where, shortened 
drying periods, and the breeze you 
need fan barbecue flame. 

for more details circle 142, page 121 


Imprinted 
Beach Ball latex ball from the 

Oak Rubber Co., 
Ravenna, Ohio, blows-up like 


balloon diameter and 
stays that size for long the 
beach ball-game lasts. The ball 
available three color combina- 
tions red and yellow, blue and 
yellow, green and yellow stripes. 
According the company, the unit’s 
price level permits its use self- 
liquidating premium well 
giveaway. may ordered with 
company trademark, slogan, mes- 
sage. 

for more details circle 143, page 121 


Oh, Those... 
Crazy Rings! 


Designed make 
the 
set eat more cereal 
faster, these Rings” are 
made colorful, adjustable-size 
plastic and come equipped with 
real pencil sharpener, whistle, siren, 
puzzles, water pistols, Jingle Bells, 
you name the top the 
ring. 

for more details circle 144, page 121 


The Super 
Caliper 


caliper for meas- 
uring inside and 
outside diameter available from 
the Grammes and Sons Inc., 
Allentown, Pa. The unit long 
and has depth gage and decimal 
chart plus built-in folding rule 
that opens out ten inches. 
packaged leather gift case. 

for more details circle 145, page 121 


Keep Light 
the Garden 


Garden 
torches from Beh 
Housewares Corp., 
New York, offer outdoor-entertain- 
ers new ease evening lighting. 
The torch itself has locked-on 
wick-holder, and tight-fitting cap 
for wick protection when the torch 
not lighted. six-foot oak pole 
connected the torch has pointed 
end for the unit into the 
ground. The pole made two 
pieces for storage purposes. Availa- 
ble three separate models, the 
units range retail price from 
$4.95 $6.95. 


for more details circle 146, page 121 


Wild West 
Meal Times 


Three meal-time 
coaxers, 
for balky cowpokes 
chow-time, have been introduced 
the E-Z Por Manufacturing Co., 
Chicago. All made 
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feeling very well 


it’s living you want most 


have checkup yearly 


Many cancers can cured 

detected time. That’s why 

it’s important for you have 

thorough checkup, including 
chest x-ray for men and 
pelvic examination for 
women, each and every 
year...no matter how 
well you may feel. 


AMERICAN CANCER SOCIETY 


break-resistant plastic, the items 
include “Cowboy Drinking Cup,” 
“Cowboy Hat Cereal Bowl,” and 
“Pony Plate.” Each item in- 
dividually packaged cellophane 
polyethylene, and prices range 
from 39c 59c. 


for more details circle 147, page 121 


Three-Piece 
Spatula Set 


Made non- 
breakable and un- 
scratchable poly 
ethylene, this three-piece spatula 
set comes harmonizing colors 
red, yellow natural. Each set 
contains six, eight, and nine-inch 
spatula bound together set 
key chain. 

for more details circle 148, page 121 


Picnic Patio 
Portable Light 


Steady, soft and 
instant lighting 
portable lantern 
that burns from its own disposable 
fuel container offered Insta 
Products Co., division Knapp- 
Monarch Co., St. Louis. 

The lantern equipped with 
removable 11” shade, wire base 
and metal stand. provides illumi- 
nation from soft glow 
100-watt incandescence and burns 
seven hours maximum light 
output under normal weather con- 
ditions. The complete unit 
high. 


for more details circle 149, page 121 


Animal-Shaped 
Bath Sponges 


hit with the tod- 
dling set, these 
animal shaped 
sponges soft pastel shades have 
been developed help both Mom 
and Junior get through bath-time 
easier. Manufactured the Har- 
wood Co., Farmingdale, J., the 
sponges are listed suggested re- 
tail price 39c each. 


for more details circle 150, page 121 


Coffee Tea 
Drip Maker 


combination 
brewer and server 
from Wilbur Cur- 
tis Co., Los Angeles, the unit brews 
and serves two cups either cof- 
fee tea three minutes the 
most. After the brewing, the 22K 
gold top can removed, leaving 
attractive Pyrex server trimmed 
the same the top. Price the 
complete unit listed $4.95. 


for more details circle 151, page 121 


Not Electric, 
But Automatic 


Volkshaver, au- 
tomatic shaver that 
needs electricity 
batteries produced the 
Ohenstron Co., West Germany, and 
distributed the Myron Jonas 
Agency, New York. The unit fits 
the palm the hand and operated 


friction-type, precision gyro- 
scope motor that activated 
pulling its “Perlon” cord the 
start the shave. Advertising im- 
print available. 
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Swivel Chair con- 
For Junior structed chair from 

the Earl Randolph 
Corp., New Bedford, Mass., that en- 
ables Junior turn any direc- 
tion, even all the way around 
without having move from his 
chair. Designed for children three 
twelve, the chair has legs and arms 
strong tubular steel, and wash- 
able plastic upholstery that looks 
like linen and comes choice 
pink, gray, yellow. Over-all size 
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Boat Owners 
Will Love... 


“Bar Buoy,” 
shipboard drink- 
holder that keeps 
the drink level rocking boat, 
has been introduced Aladdin 
Laboratories Inc., Minneapolis. The 
all-metal unit stays level its 
ability swing any direction 
from clip that can mounted 
either metal wood. The Bar 
Buoy itself can easily removed 
from the mounting clip, and each 
package includes two clips the 
unit can used different loca- 
tions the boat. Both the mount- 
ing clip and the holder are special- 
plated for resistance against rust 
salt water. Entire Bar-Buoy unit, 
including one holder, two clips and 
four screws priced $3.95 per 
unit. 
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Developed 
Aladdin Laboratories, the 
ship-board drink-holder that keeps 
drink from spilling when the boat 
rocking. 


The Easy Way Prepo Corp. offers 
easier outdoor cooking aluminum 
stove that features adjust- 
able burners and throw-away gas con- 
tainers. 


Quick Easy 
Outdoor Meals 


picnic stove from 
Prepo Corp., Ed- 
gerton, Wis., offers outdoor cooks 
the chance dispense with time- 
wasting fire-coaxing. Guaranteed 
boil one quart water just seven 
minutes, the Prepo stoves provide 
the chef with perfect flame control 
from gentle simmer full-boil. 
Fuel provided special Prepo 
fuel “throw-away” containers. 
The unit guaranteed safe, 
and the burners are recessed 
deep wells for wind-snuffing pro- 
tection. The stoves are available 
prices are listed from $9.98 $12.98 
$15.98. 

folder the stoves offers 
special “getting-to-know” prices 
each the available models. 
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Wild West The thrill the 
Office 


“good guy” toy 
seen almost- 
real from Mer- 
chandising Premiums New 
York. 

Made reinforced cardboard, the 
unit easy assemble with new 
interlock construction for greater 
strength. The toy has rifle rack, 
clock and potbelly stove painted on, 
plus hitching post, water barrel, 
“wanted” signs, and even “lock 
‘em cell!” Over-all size 53x 
weight approximately 
pounds. 

catalog describing all the 
fibreboard toys from the company, 
lists the Office” $4.98. 
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Lighter lighters, “Paka- 

Lite,” fits into any 
standard cigarette package. The 


lighter zips light and reported 
wind-proof and lightweight. 
gold finish. Retail price $1.95 
$10.50 per dozen. 
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Best Goes ‘One Better’ 
Spectacular Prizes 


With premiums and prize give- 
aways getting more spectacular all 
the time, might seem the verge 
impossible offer prizes that 
would really attract attention. 

However, 
chain, Best Markets, went everyone 
one better recently when they prac- 


Philadelphia food- 


tically moved one family cus- 


tomers “Easy Street” giving 
them year living. 

Calling their giveaway promotion, 
“The Best Year Your Life,” Best 
wasn’t kidding, for they awarded 
grand-prize winners the draw- 
ing $25 week for food, 


Sales Tools 


that wasn’t enough, Best’s 
these winners 


gage payments, month for 
gas, $10 month each for 
phone and electricity, and 
$200 year for fuel bills. 


then awarded 
week’s vacation the New Cadillac 
Hotel Miami Beach June, 
gallons free gas each week 


the year, and 100,000 Yellow 


Trading Stamps. 

$750 mink stole went the 
second grand-prize winner, while 
the third winner took home Ca- 


loric Matchless gas range and the 


fourth prize winner received 
week’s stay for two the Concord 
Hotel, Kiamesha Lake, 


Other prizes the drawing in- 


cluded portable television sets, clock 
radios, food mixers, cameras, toast- 
ers, irons, scales, and clocks. 

While some local merchants and 
brand name advertisers participated 
the prize offerings, the bulk 
the cost was charged Best Mar- 
kets who promoted the contest 
regular channels including its lo- 
cal newspaper advertising. 

Total effort required the con- 


testants was sign their names and 
addresses entry blanks availa- 
ble all Best Markets. 


Benton, allow interpret ‘Down 


Build Sales 


Premium with use 


Every man gets gleam his eye when 
sees precision-made tool. And today, 
more than ever, there’s demand for good 
tools. What better way interest cus- 
tomer your product than with well- 
known aggressively advertised tool offered 
name the case? 


packs contain four quality tools— 
beautifully made. Suitable for “Do-it-your- 
self” jobs. Other tool kits and combinations 
tools are available. 


Our Premium Dept. has the experience 
and facilities handle all phases your 
premium promotion. 


GP-3 PIGSKIN DELUXE 
WALLET Creamy brown 
pigskin with suede inte- 
rior—fits easily into pocket. 
Set contains top-quality 
Midget Tools side cutting 
short chain nose pliers 
screw driver. All tools have 
gold colored gift box. 
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GP-6 RED LEATHER DELUXE WALLET— 
Same GP-3 except wallet made red leather with 
grey suede interior. 


GIVE UTICA—Gifts Lasting Usefulness 


Address all inquiries 
Premium Department 


UTICA DROP FORGE TOOL DIVISION 
Kelsey-Hayes Co., Utica New York 


Pays Buy Quality Tools 
and the best tools are made U.S.A. 
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building 


Now, you can have your 
complete letterhead, including 


ion 


trade-marks, cuts, etc., 
printed two colors your 
advertising pencils with the 
amazing Cincinnati 
process. For 


free samples and details, 
send coupon today! 


SELF-LIQUIDATING 


Offer six quality pencils 


imprinted with buyer’s name 
gold for only 25¢ your 
customers. Just print offer 
nothing handle all 
details including shipping. 


CINCINNATI PENCIL CO. 
Nitro, West Virginia 


Please send FREE samples and details 
the process. 


Name 


Company 

Address 

City Zone——State 

ESTABLISHED SPECIALTY SALESMEN: few 


choice U.S. Territories available. Write for in- 
formation. 


The PENNSYLVANIA 


Containing the 


are refpectfully informed that it is intended, Brows & 
afcer this iffue of March ¢, 1967, to difcontinue 
the publication for fome nme. However, publica 
tion WILL be refumed at fome date in the future 
To ali thofe who may fooff at this intention, we 
call your attention to a fimilar notice that ap 
peared in the ifue of October 11, 1815, faying 
then that publication would be retumad. It wa1— 
with our prefent itfue publithed expretfly for the ' 
opening of the Sheraton Hore! in Philadelphia } 
~and fo we expect it to be publithed again. You 


, 
can depend on it, for certain, fometime, as before, Toefday 
within the next two hundred years. 


FPrejheft Advices 


BELLMAWR, New March + 

The eragick cafe of Mary Ann Barker, dif 
culled yefterday laf ia thefe pages, hath, as of chis 
infdant, reached a fobution that fmacks of finality. 
According to the frethett incetingencce we are in receipt 
of from police authorities, the child wandered into 
this demi-conftrefted howle that was firuated lefs 
than ewo from her domicile, and therein 
through « mott miffortunate happenftance did fucceed Ahead to the Year 2.00 
in locking herfelf into a clolet from which the could 
not execute an extraction, the refult being that the 
Ga perith on the accwant ul too lengthy « 
dive want of food. 


7% 
Sunday 7.8 
Monday 2 


Antique 


Sheraton Revives 
Oldster For New 
Hotel Opening 


The Pennsylvania Gazette, which 
suspended publication 142 years 
ago, was revived temporarily and 
made its appearance with the open- 
ing the new $15,000,000 Sheraton 
Hotel Philadelphia. 

was printed the Franklin 
Printing Co., printing house that 
was founded Benjamin Frank- 
lin, who published the newspaper 
the 18th century. The printing 
house founded 1728 still oper- 
ating Primos, Pa. 

good deal research went in- 
the project, which was conceived 
Peter Davis, director pub- 
lic relations for the Sheraton Corp. 
The copy was written David 
Weiss, member the p.r. staff. 

Although the Pennsylvania Ga- 
zette didn’t suspend publication un- 
til 1815, the papers used the 
model for the revived copies were 
those 1773, order tie with 
the historic event the ride that 
Paul Revere made 1773 when 
carried the news the Boston Tea 
Party Philadelphia. 


interesting aspect the re- 
publication the old newspaper 
was that practically all the progress 
made printing during the past 
200 years not only had ignored 
but actually combatted. give the 
paper the appearance had 
colonial days, the newspaper’s type, 
once had been set up, had 
“beaten down” give authen- 
tic look; serifs had knocked 
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Orange Juice, per can 28¢ @iplomatic emiffary, Madame Perle Mefla. 
Cigarettes, with Sieve 
S3¢, Welt Ind 


Jamaica Ditto prepared, with the greate@? Care and Precifion, from 


PRICE CURRENT, in PHILADFLPHIA 
Subferibers to the Tt 7qvilizing Pills, ca, re, tnd 
ew!fpapers, Out-of- 


Sun's Rifing and Serting, til) Tuefday next, 
and High Water ar Delaware Break water 

rifes O! © | 
before 7) afters) 


dafter 4 | 
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 fabftancial relief from che effort of Madame 
The Wondrous Future! 


Philadelphia, March 5. 
This morning, commencing at Ten o'Clock, was 
held vhe firt feffion of the Conference of the Wharton 
School of Budinefe, the pict of which was, “Locking 


Under the et the Sheraton Corporarion 
as a Porron of the opening ceremonies of their new Toft unique Lancheon, the Occadion being the Dedica- 
this City, the hath its Aim the new SHERATON HOTEL this City 

the fore-caft of the Development of American Feanomy of Ye Chyfbire Cheefo, an Englith Chop Houle 


4427 


AZETTE 


vices, Foreign and 


PHILADELPHIA, Mat 
Yeflerday eve, in the Grand Ballroom of the 
Sheraton Hotel, was held a delightful dinner and 
€4¢ dance, prefided ower by that mo# eminent hostels and 


At the dinner, which was initiated at Seven o'Clock, 
an Rum $3.00 were ferved feores of elegant dithes that had been 


original recipes of that very citimed French chef, 
Maric. duteine Car tme, for whom the Café Cartme,” 
in the (sid hotel, is nemed. 
an After this deleGtable repadt, there was formal 
High-Water! dancing, boch in waltzes and Cubsn rythmns, all 
M H. bolted in che moft gracious Manner by Madame 
tefer 31 4 Moefta, who atrived via fait @age all the way from 
“a 33 California in the Weitern Territory to be prefent at 
2 this feitive orcafion. 


A The central agency thet benefitred fom thefe 


2 tefuvinies was that organization that hath been farmed 
to aifi@ in the retief of thale poor unfortunaces recently 
oppreffed in Hungary, who as refult will receive 


aod ber friends evening. 
Honored guefts, both from the other Provinces, as 
well as the city of Philadelphia, were in attendance. 


A Jlimpfe of Ye Patt 


Philadelphia, March 5. 
At XIT hours and jo minutes this day was held 2 


off, type faces sanded, column lines 
pushed out alignment. 


Only one liberty was taken, ac- 
cording Mr. Weiss, who was the 
managing editor. 
used was increased. the old days, 
save space and paper (which 
was 100% rag and scarce) printers 
used relatively small 8-point Cas- 
lon. improve readability, they 
used 9-point Caslon. 

The aging the paper give 
antique appearance was accom- 
plished offset process that in- 
volved printing the paper with 
tan ink which sawdust had been 
added for body, and that 
speckled look, few tobacco leaves 
were used. 


One place where modern printing 
methods helped was the press 
room. The 5,000 copies were run 
off within few hours. the old 
days, when hand were 
used, every page had wet, 
dried, and then printed. those 
days 5,000 run would have been 
impossible even week. 


The advertisements, so-called, 
were all free and used for color. 
Several them were tie-ins. For 
example, Brooks Brothers made the 
suits used the actor who dupli- 
cated the ride from Boston Phila- 
delphia that Paul Revere made 
1773. American Airlines flew many 
the guests who attended the 
hotel’s opening from various parts 
ads theatrical productions were 
shows actually being given Phila- 
delphia during the hotel’s opening. 
Other ads were dropped for the 
interest and compliment Sheraton 
patrons. 


NITRO, WEST VIRGINIA 


Football furnished the theme for this series imaginative 


regional sales meetings, held for salesmen Fenwal 
industrial controls manufacturer. Here's how the 


meeting was planned and presented. 


Robert Johnson 
Sales Promotion Supervisor 
Fenwal Inc. 

Ashland, Mass. 


the final blare band music 
faded there boomed the announce- 
ment “—game the year!” While 
the audience was recovering from 
bombardment souvenir minia- 
ture footballs, there rushed forward 
sweat-shirted football coach fol- 
lowed closely uniformed refer- 
and cheer leader with the 
inevitable megaphone. 

Scene all this gala activity, 
however, was not sports stadium. 
was spacious, cheerful lounge 
Northernaire, Three Lakes, Wis. 
and was the setting the first 
the four regional sales confer- 
ences Fenwal Inc., manufacturers 
industrial controls. Fenwal sup- 
plies temperature controls all in- 
dustries where fine control require- 
ments are essential the manu- 
facture product service. 

Fenwal’s sales conference proj- 
ect, its entirety, reveals im- 
aginative approach rare 
meeting programming. 


Because the nature Fenwal’s 
sales organization, instead one 


This article based interview 
Terry Armstrong, special correspond- 
ent, with Mr. Johnson. 


large, all-inclusive meeting 
near the plant Ashland, Mass., 
was arranged hold sales con- 
ference select resort each 
the company’s four sales regions. 
Fenwal sells its industrial products 
through direct manufacturers’ rep- 
resentatives and factory district of- 
fices Chicago and Los Angeles. 

Close liaison between the com- 
pany and the sales representatives 
and their staffs maintained 
Fenwal’s regional engineers. There 
are regional engineers operating 
the East, Midwest, South and West. 
arranging sales conference 
each the main regions, Fenwal 
not only greatly reduced travel 
time for the representatives but also 
made the regional engineer par- 
ticipating host the assembly. The 
other Fenwal 
were held choice resorts Mis- 
sissippi, California and Pennsyl- 
vania. 

The football theme for the sales 
conferences was conceived the 
sales promotion supervisor and 
him fell the job piloting the proj- 
ect, well serving the triple 
capacity script writer, producer 
and director. For idea how 
“good theater” techniques were ap- 
plied, let’s take close look one 
these sales conferences. 


the men checked the re- 
sort, each was given lapel football 


How Add 
Pace and Punch 
Sales Meeting 


pin and Fenwal “team” cap. And 
they entered the meeting room, 
which was festooned with Fenwal 
blue and white banners, they were 
greeted spirited band music 
music appropriate for exciting 
sports event. 

The program opened 8:30 a.m. 
with action! There were time- 
consuming hackneyed addresses. 
Immediately following his entrance 
and his announcement the “game 
the year” the regional engineer 
presented the cheer leader (K. 
Brock, advertising manager), the 
referee (John Libbey, senior appli- 
cation engineer), the coach (Stuart 
Edgerly, sales manager). All were 
appropriately costumed 
roles. Then introduced the op- 
posing line-up collection 
competing products. 

The program was comprised 
four parts football parlance 
“quarters.” During part each 
play, the speaker carried 
ball which, upon conclusion his 
message, passed the succeed- 
ing speaker. 


For the first play the first quar- 
ter sales manager Edgerly, acting 
quality and reliability Fenwal 
standard line thermoswitches and 
demonstrated their performance 
and advantages. Each product was 
presented with descriptive slogan 
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pov 


TEL-A-STCRY 


Gives Your Product 
Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 


will sell your prod- 
STIMULATES using twelve 
square transparen- 
cies 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. own and use. 
Ideal for any type product service. 


Write Dept. 
for brochure 
Main Davenport, lowa 


prices 


MAGIC POSTCARD 


Post Card 


TELL YOU 
SECRET YOU 


ME AGADY WHEN CARD 


Your copy the back invisible 
card dipped water. Then your adver- 
tising appears like magic! When card dries, 
copy disappears. May used over and 
over. Write phone for FREE SAMPLE. 


119-D Ann St., Hartford Conn., 2-6506 


For Lithographed Cutouts 


SANTA CLAUS 


LITHOGRAPHERS, 
NINTH ST. LOUIS, MO. 


FREE illustrated brochure has 

hundreds original ideas Write for FREE 
reasonably priced solid Brochure 
plaques nameplates, For trophy medal, 
testimonials, honor cup ideas ask for 
morials, markers. Brochure 


INTERNATIONAL BRONZE TABLET 


Dept. A-57, 150 West St., New York 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


such “So Much for Little” and 
“Great Little Performer.” The spe- 
function and various applica- 
tions these products were fur- 
ther detailed and clarified dis- 
cussion between 
manager and the regional engineer 
with audience participation pro- 
moted through the regional engi- 
neer. 


Theme the next “play” was 
“Lab Control Industrial Prices” 
and was marked demonstra- 
tion and audience participation 
the discussion. 


the beginning this session 
Mr. Edgerly had stated that crisp 
bill was awaiting the attendee 
who gleaned the most selling points 
from particular product presen- 
tation and that second bill was 
marked for the man who discovered 
selling points which the principals 
had neglected mention. 

This contest proved 
innovation both from 
point sales training and en- 
tertainment. caused the major 
sales points stated and re- 
stated and got the men competing 
with each other for the development 
new selling angles. 


nounced the end the conference’s 
first quarter and time out for cof- 
fee break. Attendants appeared with 
big buckets coffee and served 
the refreshment ladles typi- 
cal gridiron fashion. 

Promptly 10:15 whistle blast 
brought the attendees back the 
business the conference. First 
presentation this second quarter 
involved discussion one Fen- 
wal’s important new devices. was 
appropriately captioned bold let- 
ters “Stable But Stout.” Visual aids 
such cartoon slides, charts, flash- 
cards and magnetic boards were 
used extensively prove the 
men that the Fenwal line, prices 
and sales policy were all geared 
meet competition and serve more 
industries more completely than 
ever before. Slides and other visual 
aids were also used the advertis- 
ing manager show what the com- 
pany was doing promotion-wise. 

Receiving special attention this 
session was the service and trouble- 
shooting phase Fenwal’s sales 
operation. humorous skit, involv- 
ing toy telephones and question 
cards, was enacted the regional 
engineer and the sales manager 
introduction the discussion 
tested techniques for handling sales 
problems. short, this period was 
devoted dramatic briefing 
establishing and maintaining sound 
customer relations. 


Coffee Time 
fitted into the theme. The coffee was 
rushed into the room steaming buck- 
ets and out the men. 


Even the breaks were 


End the first “half” the 
game, the morning session, was 
signaled gun shot and resump- 
tion lively band music. 


While the men were enjoying 
buffet lunch, fresh props were be- 
ing arranged the meeting room. 
For example, when the men trooped 
back large “Locker Room” sign 
the front the room implied 
that the coaching staff was set 
reveal some vital product informa- 
tion and selling strategy which 
would help all score more readi- 
the “sales” field. 

important feature the after- 
noon session was presentation 
the basic new organization the 
sales department with slides il- 
lustrate how the operations the 
executive, industrial, sales and serv- 
ice departments are coordinated 
further develop and expand the 
market for Fenwal products. 

Included this period’s activi- 
ties was complete briefing the 
pre-selling activities the adver- 
tising department. Gimmicks, flash 
cards and stunts sparked the ad- 
vertising manager’s talk. For ex- 
ample, one point jumping beans 
were tossed the men. This served 
point the quality show- 
manship which characterized the 
company’s advertising and referred 
particularly direct mailing 
which recently had been sent 
27,000 sales prospects unique 
promotion piece which included 


G. SHEET & INC. 

10 Allyn Street 

Hartford }, Connecticut 

PLAQUES 


jumping bean emphasize the 
lead line. “Do Your Temperature 
Controls Jump Around?” 


Another impressive bit “thea- 
ter” followed. dummy was sud- 
denly rushed forward and strung 
rope. This was the hang- 
ing effigy the old price list 
now obsolete result price 
increase Fenwal temperature 
controls and devices. The surprise 
stunt served dramatic well 
discussion about the new price 
policy. 

One fifteen-minute segment the 
program was devoted detailed 
exposition Fenwal’s new thermis- 
tor manufacturing facility the 
senior applications engineer for the 
And another 
quarter hour dealt with the sub- 
ject Fenwal’s sales tools sam- 
ple kits, catalogs, etc. 

whistle blast announced the 
end the third quarter the Fen- 
wal “game,” punch was brought 
buckets and served ladles 
again keeping with the general 
“football” theme the meeting. 


resumption the meeting 
sales manager Edgerly led dis- 
cussion Fenwal’s miniaturized 
trio midget, miniature and sur- 
face mounting thermoswitch units. 
The gimmicks used highlight 
his talk, “Tiny but Tough,” in- 
cluded tiny boxing gloves and 
lump sugar and miniature unit 


placed side side magnetic 
board. 

Surprise stunts not only provided 
fillip for every time slot the 
program but served indelibly 
impress the attendees with the ad- 
vantageous features Fenwal’s 
sales operation. another example, 
well-timed signal, pseudo pa- 
per money showered down from the 
ceiling. The idea being, course, 
impress the men that Fenwal’s 
promotion activities and constant 


development operations 


meant more sales more money 
for those selling Fenwal products. 

End the day’s “game” was 
signalized gun shot and vic- 
tory mood music. Celebrations in- 
cluded six cocktail party 
and gala victory dinner where the 
fun was heightened humorous 
awards the sharpest attendee, 
the slowest and the quietest. 


The coverage such range and 
variety subjects one-day 
meeting and with such striking 
and memorable shows 
what skillful planning and strong 
sense “timing” can achieve. 
Economy-wise this sales confer- 
ence project something for the 
record. Notwithstanding the fact 
that each sales meeting was held 
select resort, the sales promo- 
tion supervisor states that the total 
cost per attendee was approximate- 
$80. The relatively small outlay 
for such ambitious project was 
made possible the do-it-your- 


Pep Talk The between-the-halves session took place the locker room, evi- 
dent from the sign the back wall. Extensive use was made charts, magnetic 
boards and other visual aids. 


self approach plus the wholehearted 
cooperation all Fenwal’s depart- 
ment executives. 

And because the atmosphere, the 
tempo and the spirit major 
sports event characterized each 
these Fenwal sales conferences 
exceptionally high level audience 
interest was maintained through- 
out. Furthermore, this “sports 
event” approach provided pattern 
which assured enthusiastic audience 
participation the sales meeting 
program. 


Fenwal’s proven formula for 
successful, memorable sales meet- 
ing one which achieves prolonged 
impact the attendees care- 
fully balanced blend surprise, 
dramatized instruction sheer 
fun for all. 


Planning Show? 
Make Different 


For years people have been say- 
ing, “The show’s the thing,” and 
certainly can’t denied when 
comes business shows. Call 
what you will conference, expo- 
sition, exhibit, it’s 
here where you not only make 
friends and influence people for 
your company and its products, but 
also where you sell new prospects, 
re-sell old ones, gain prestige, build 
your mailing lists, get publicity, and 
on. 

That is, you will all these 
things you build sufficient booth 
attendance. Considering this, 
would seem when planning ex- 
hibit, that hardly stone can 
left unturned your search for the 
new unusual exhibit material 
idea. we’re submitting just few 
for your consideration. 


Colorful Pattern 
Metal 


signed, four-color 
catalog from Rig- 
idized Metals Corp. describes line 
patterned and colorful metals 
that are well-suited exhibit 
backgrounds, permanent-type 
booths, special valances, various 
other types show needs. 

textured metal with all-over 
design, “Rigid-Tex” available 
variety three-dimensional de- 
signs well mesh perforated 
patterns. Ideal for anodizing, porce- 
lain enameling, color ‘spraying, 
buffing, the color effects obtained 
the material can varied 
the customer’s imagination. 

The catalog shows variety 
stock patterns already hand, ad- 
ditional patterns designed for in- 
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dividual orders, and contains 


sample “Rigid-tex”. 


for more details circle 113, page 121 


With Contempo 


unusual 
exhibit touch 
low budget, the 
Decro-Wall Corp., Yonkers, Y., 
offering “Contempo,” 3-D, 
vinyl wall-covering, simulating au- 
thentic brick stone that can 
pasted any wall surface. 

Offering the show-worthy fea- 
tures being washable, grease, 
stain, and fire resistant, the ma- 
terial has plus qualities for the 
showman having insulating and 
soundproofing qualities well 
interlocking feature which elimi- 
nates amateurish seam lines. 

Contempo available Dutch 
brick and Roman brick choice 
pink, turquoise, beige white. 
retails for per square foot. 


Building 
Your Own 


other type 
outside show was ever reluctantly 
dismissed your company because 
inadequate “show-housing,” Polk 
Bros., Chicago, has the answer 
their “Port-A-Mart,” the world’s 
only portable store. 

Exactly what its name implies, 
the Port-A-Mart portable 
building lightweight but tough 
vinyl-coated nylon fabric called 
“Fiberthin” from the coated fabrics 
Mishawaka, Ind. 

start gathering inter- 
ested audience right the start 
when the Port-A-Mart 
spread out flat the ground, then 
gradually “blown” its full 108x 
50x30’ size air from low-pres- 
sure, controlled compressor. The 
air-filled, Nylon structure bound 
the ground “Fiberthin” tube 
15” diameter that contains nearly 
30,000 pounds water. 

According Mr. Polk, tests have 
shown the unit capable with- 
standing wind stress high velocity 
well heavy snow loads, and 
future predictions point heating 
maintained 
through the compressor. 

Unique show lighting possible 
through the diffusion outside 
light through the pale-colored “Fi- 
berthin” walls the building. 


Electronic 
Salesman 


electronic de- 
vice that contains 
all the appeal 
pin-ball machine while doing 
practical job compiling informa- 
tion has been developed the Visi- 
o-matic Corp., Cleveland. 


With space for many 
separate subjects 5x7” illumi- 
nated panels, con- 
tains total five questions and 
answers for each subject chosen 
the operator. 

offering answers questions 
product weight, capacity, size, 
price, model number, etc., the de- 
vice becomes practical ally the 
exhibitor well audience- 
attracter the novelty its flash- 
ing lights, and the automatic regis- 
ter that gives the operator copy 
his filled-in form. 

involving the 
“Visi-o-matic” recently entailed the 


use the device manufacturer 
convention. not only gave 
accurate record the booth’s visi- 
tors, but provided way for them 
request product literature. 
daily prize drawing was used 
the incentive for registration, and 
nearly 2,000 visits were recorded. 
The unit can transported from 
show show the trunk 
automobile. weighs approximately 
175 lbs., and can set two 
men just few minutes. Com- 
plete change-overs copy panels 
can made less than minutes. 
Details are available. 


for more details circle 112, page 121 


Concurrent Conventions 
Confuse Correspondent 


for the week April 15, here 
Chicago, all can say “whew”! 
What with the Premium Show 
Navy Pier, POPAI the Palmer 
House, the Packaging ex- 
hibits International Amphithea- 
tre, and the NARTB the Hilton, 
finished the week with blistered 
feet and the firm conviction that 
“trade show heaven” will surely 
provide walking exhibits and sitting 
reporters. 


Since the NARTB probably had 
the most publicity, being covered 
constantly press, radio and tv, 
shuffle wearily that one 
except say they were lively 
group and never livelier than when 
the “radio not dying” contingent 
boasted radio would, least one 
instance, “shove the product down 
the throats the public.” this 
point, seems the crowd 
coulda crowed that only could 
show being done! 


The Packaging Show was over- 
whelming its immensity. Miles 
the arena from the downtown area, 
miles from the parked car the 
door, and miles and miles walk 
past the many, many exhibits. 
While noting the beauty and 
beast combination pretty models 
operating huge machinery, became 
aware very disappointing trend 


jottings 


the show. Some sneak prob- 
better-men group had changed 
the brief, brief models’ costumes 
high-necked wool dresses! All those 
beautiful girls, and not knee 
see was sad. Also noticed 
that the motto, “Gentlemen prefer 
blondes,” lacked truth the pack- 
aging show. There was decided 
lack golden tresses but redheads, 
redheads, everywhere and who’s 
complaining? 

Proof that you don’t have 
pretty popular, however, was 
seen the case “Lana Lessfuss.” 
Lana, complete with bouncy blonde 
curls, fluffy pink pinafore, and 
white gym shoes was demonstrating 
for Metered Container Corp. 
That is, she demonstrated the new 
container when she flirting 
with the visitors, posing for pic- 
tures, tearing the boxes, eat- 
ing bananas. You guessed it. Lana 
was cute chimpanzee very 
blonde wig. Confidentially, Lana’s 


real name “Charley Some- 
one scornfully referred the use 
may so, but drew big 
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“Customer life” traditionally longer Clement. Management policy has always 
been give each customer the best possible service. Result— 37% have done business regularly 
with Clement for years longer, 43% are 19-year veterans, and 20% are newcomers. 


This enables Clement forecast business accurately ... keep equipment running 
and costs down. Another reason why leading businesses take pride and profit from sharp, 
clear color printing the finest available. costs more. 


CLEMENT CO. Quality Printing 
Executive Offices Plant: LORD STREET, BUFFALO 
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crowd the company’s booth, the 
show’s floor manager came over 
complain about the people blocking 
the aisles then got stuck the 
crowd himself. Now isn’t that 
showman’s dream come true? 

Made awful mistake the 
St. Regis Paper Co. exhibit. com- 
plimented one the company’s 
representatives their gracious, 
patio-effect showroom, only get 
very cold stare. “This exhibit,” 
was informed, “represents the 
woodland area that our original 
source for our products.” left 
before could defend myself, but 
woodlands will never rep- 
resented triangle “grass” 
and three short and sparse ever- 
greens. The woodland theory ex- 
plained the illuminated mushrooms 
placed the “grass” that had been 
worrying me, though. Seems they 
represented the different products 
made St. Regis. Clever! 


The busiest exhibit award should 
Bemis Brothers Bag Co. 
good-sized packaging machine oper- 
ated one corner, while 
making machine making fog-horn 
noises temporarily instead bags 
occupied the other corner. Center 
interest was shared equally 
folding door (folding), tumble- 
wheel tumbling packaged ther- 
mometer test the company’s 
molded-pulp protection, revolving 
display stand, and 3-D hand that 
moved and down show off the 
new carry-all package developed 
for Friskie Dog Food. 


The POPAI exhibits stressed mo- 
tion plus color with the p.o.p. dis- 
plays each exhibitor had developed 
for his customers. This “proof 
the pudding” type show, how- 
ever, can confuse outsider visit- 
ing the show. The average viewer 
tends forget the material ideas 
behind the sample display and 
remember only the display itself. 
for “what’s new p.o.p. displays,” 


“Well, this yellow one’s for the 
packaging show the red one’s 
for the POPAI exhibits, and this 
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one exhibitor put it, “if we’ve got 
something really new, not go- 
ing show here for the other 
guys pick right away.” 


The Premium Show was disap- 
pointing this reporter. Here 
group one would expect ex- 
hibit with much more ‘showman- 
ship” and flair than the other fields 
because their very status the 
advertising world. Not only does 
company have sold the 
value the premium item itself, 
but frequently has sold 
the value using premiums all. 
Therefore, you would expect the 
premium exhibitor use every 
showman’s technique available 
him attract prospective custom- 
ers his exhibit. But few them 
did compared the packaging 
POPAI group. The items shown 
were pretty much re-hash from 
last year, too. There weren’t many 
new premiums presented 
show, but perhaps they were hid- 
ing, did the Popai group, any 
new and exciting items. 

However, the show was interest- 
ing the evidence more and 
more quality items primarily 
among the executive gift group 
and the increasing trend toward 
presenting sales promotion plan 
along with the offered pre- 
mium. 

The next time this kind 
schedule foisted this reporter, 
please forward jet-powered roller 
skates something. show the 
Navy Pier all itself just about 
enough for one week’s energy, but 
when you add the Amphitheatre 
that this will happen again? Please, 
coordinate! 


New Promotion Piece 
Offered Exhibitors 


Exhibitors who want promotion 
piece the viewer apt keep dur- 
ing the time the show may 
interested New York dining 
guide published the Robert 
Twain Publishing Co., New York. 

Well mapped-out according 
blocks and main thoroughfares, the 
three-color guide contains drawings 
hotels and major landmarks 
the vicinity the Coliseum 
and lists large variety restau- 
rants within walking distance ac- 
cording prices, nationality, menu 
specialities, and special types at- 
mosphere. 

The lower left-hand corner the 
shaped space for the exhibitor’s ad- 
vertising message. 


for more details circle 111, page 121 


Complete Diner Shown 
Hotel Exposition 


Reportedly the biggest single ex- 
hibit ever displayed the New 
York Coliseum has been diner- 
motel center Mahony Diners, 
South Kearny, N.J. 

Both diner and motel were trans- 
ported the National Hotel Ex- 
position flatbed trailers. police 
escort guided the George 
Washington Bridge and into New 
York City, where was routed 
down Broadway. 

The exhibit represents one the 
largest single convoys over- 
width, over-length loads ever 
cross the bridge. 


Does such exhibit pay off? Ma- 
Joseph 
Cavallo told AR, “Not immediately, 
but it’s profitable the long run. 
It’s expensive proposition initial- 
transport, assemble, etc.” 

The diner, pilot model custom 
designed for Diners, 
Rahway, N.J., the first chain 
such diners planned Laura- 
Lyn. The motel still the Ma- 
hony property, unsold. 

“It’s not the type thing you buy 
one unit of,” Mr. Cavallo said. 


The diner, which costs $75,000 
exclusive basement accessories, 
long and 14’ wide and seats 
people. Basement extras consist 
plants for air conditioning, heat- 
ing, hot water, walk-in freezer 
and other appurtenances. 

the Coliseum show No- 
vember, the diner-motel center was 
quite space eater, even without 
full basement and kitchen annex 
masonry. Only part the basement 
area was shown. 


The exhibit tied with exhibits 
suppliers. For example, Booth 
1042 the American Gas Machine 
Co. had Scotsman ice and cube 
machines. booths 
had hand dryers, aluminum cooking 
utensils, fountain, steam 
ranges, waterless food warmers, 
cash registers wide range 
products that are part the Ma- 
hony product. 

Will Mahony exhibit again next 
year the show the Coliseum? 
It’s not likely. 

Mr. Cavallo explained, “Mahony 
had exhibited the show the 
Kingsbridge Armory 1955. 
the only diner manufacturer which 
has union shop, but had 
hire Coliseum electrician, which 
tripled such costs. think ten 
times before going again. Per- 
haps the type size product 
exhibit determines the problem.” 
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TIM® 


SPORTS 
STRATE 


Magazine magazine, how the advertising sales 


departments plan and use audio-visual aids their programs 


Ted Sanchagrin 
Eastern Editor 


Individuality and versatility are 
the key descriptive words for Time 
Inc. audio and visual aids. The vari- 
ous magazines key their filmed 
presentations the personalities 
the salesmen, found recently 
tour the presentation depart- 
ments the Time-Life Building. 

While each autonomous unit 
with clean line demarcation 
from the next magazine the 
house, there appears happy com- 
bination similarities and differ- 
ences approach visual presen- 
tations. 


House Home currently uses 
35mm slide presentations. But 
not wedded slides. used them 
its master presentation 1952 
straight talk 

The master presentation made 
the fall selling season accounts 
and agencies between August and 
October before groups five 200 
people. consists slides and 
runs about minutes. 


H&H salesmen deliver the audio 
portion themselves, interpreting the 
master script their own way, 
trying avoid any suggestion 
canned script. 

Gene Wolfe, promotion manager 
H&H, told leans toward 
presentations because 
the economies involved this 
medium. Slides cost him each for 
the first one, and $2.50 for each 
duplicate the same slide. The 
New York office uses the master, 
and copies are made for Chicago 
and Cleveland use. H&H has 
three offices and salesmen plus 
West Coast rep. 

Presentations are straight 
pitches, but rather marketing con- 
ferences lasting day two, 
which the presentations are made 
luncheon cocktail party. 
Panels include university people, 
builders, bankers, architects, real- 
tors speaking about the market. 
Throughout the year, the original 
slides form major part individ- 
ualized presentations. Such master 
files form integral part any 
Time Inc. presentations department. 
Occasionally, the magazine asked 
advertiser 


prospect 


How Time Inc. 
Uses Audio-Visuals 


stage show for dealers about the 
market, and the slides are used 
with additional ones worked 
make pinpointed performance. 


Fortune the short space three 
years has gone from slides 
overhead transparency projector 
movie. There are number 
makers machines and slides. The 
slides are giant cards holding 
over-sized transparency with ac- 
companying script glued for easy 
reference the person delivering 
the talk. 

This magazine uses the smaller 
card and machine. The transparency 
area The larger size 
transparency calls for 
larger, heavier machine. 

Budget and what the previous 
years’ files hold usually determine 
the type presentation. Fortune 
finds simple keep with the 
smaller machine since the maga- 
zine has backfile larger cards. 
Slides any presentation are used 
again and again through the years, 
there has uniform size 
for ease filing, handling, projec- 
tion. 

Overhead transparency projectors 


Audio Visual Aids 
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“All together three cheers for 


Anyone who can find way cut costs without 
sacrificing quality real hero! And many Finch- 
leys (may the board directors bless have 
found the answer their companies’ printing bills. 
There’s good chance you will, too! 

It’s this simple! Paper represents over per 
cent the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers equal quality! 


The reason? Consolidated pioneered modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains finest quality. 


FREE OFFER! Ask your Consolidated Paper Merchant 
for free trial sheets. Make your own comparison test 
run with your printer under any conditions you 
like. Then decide for yourself. Fair enough? 


Available only through your Consolidated Paper Merchant 


Enamel Printing Papers 


complete line for offset and letterpress printing 


CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 S.LA SALLE ST. e CHICAGO 3G. ILL. 
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throw the image screen 
back the speaker while the 
speaker faces the audience. The 
projections can made quite ver- 
Over one transparency can 
superimposed another transpar- 
ency, giving limited animation. (See 
AR, May, 1955). 

Robert Kaufman, Fortune presen- 
tation director, said the presen- 
tation had about slides and lasted 
minutes. One the main ad- 
vantages these presentations 
the absence slide change noises. 
The slide cards are changed man- 
ually, slid and out, the person 
giving the talk. 

Advertisers abhor 
much radio dislikes dead air. 
these presentations, smooth transi- 
tion cards eliminates the blank 
screen sometimes prevalent between 
slides. Limited motion achieved 
not only 
cards, but also when 
writes the Ektachrome surface 
grease pencil stress points. 
The pencil mark wipes off easily. 


Sports Illustrated relies Vis- 
ualcasts almost exclusively. Bob 
Hughes, presentations director, told 
considers the medium the 
most flexible projection device 
knows of. 

Since each card entity with 
art photography keyed the 
script portion pertaining it, the 
presentation can edited easily 
whole part. 

Because Sports Illustrated 
comparatively new magazine, 
stresses editorial content. Last year 
did two presentations plus some 
150 adaptations for individualized 
presentations. Audiences for the 
presentations range from 1,000 
people. The Politz survey the 
audience was Visualcast. sec- 
ond major presentation was Cello- 
matic show seen some 3,600 peo- 
ple. Cellomatic provides more action 
than Visualcast, but costs more. 


Time Magazine presentations are 
good example versatility 
presentations film. uses 
Visualcasts for Time Time In- 
ternational. However, relies 
slide presentations through 
workhorse slide drum and 
wide-screen projector employing 
double-frame slide. 

The slide drum magazine holds 
slides, and while pro- 
duces some buzzing between slide 
changes, Time leans for other 
reasons. This item, called Selectro- 
slide, blacks out the blank screen 
between slides. Thus slides pop on, 
minus dead white space. 

The wide-screen projector has 
20’ wide screen. specially built 


projector, called the Gold Plated, 
has double frame, and can 
used with without anamor- 
phic lens. The lens widens the film 
projection. Time has three 
wide-screen presentations thus far. 

Don Benner, Time presentations 
manager, believes implicitly hav- 
ing the salesman part the 
movies, except for broad, general 
story. Slides allow the salesman 
get into the act with the Selectro- 
slide the Gold Plated job, the 
latter with film Visualscope Inc., 
New York. Wide-screen shown 
major cities. 

Time does many 
presentations with slides. They 
range from capital goods and office 
equipment liquor, travel, auto- 
motive and insurance. 

One rule thumb Time 
filmed presentations concerns the 
color ratio slides. Any film 
color must reproduce almost equal- 
well black and white, 
isn’t used. Much the color filmed 
material has into black and 
white easel cards book presen- 
tations. 


Life estimates that 55% its vis- 
ual aids are Visualcasts, amounting 
some 180 year. Since Life has 
been around longer, uses the 
larger size Visualcast. has some 
11,000 such slides, and would find 
impractical suddenly switch 
the smaller size Visualcast. 

Many visuals are tailored the 
account. Life tries personalize all 
presentations. average Visual- 
cast will use slides. The range 
from 150. Taped quotes and 
sound effects are used where posi- 
sible, along with the salesmen’s 
talk. 

Stefan Meyer, Life presentations 
director, going more heavily 
for filmstrips. Last year used 
less than ten. This year expects 

Now and then Life will for 
production, wide-screen pres- 
entation. These generally are listed 
small portion the total visual 
budget—Visualcasts 
25%, cards 10%, film and spe- 
cials 5%. 

Such percentages are sometimes 
misleading. For example, one film 
recent years, Life’s “The Chang- 
ing American Market,” had been 
seen least 400,000 people the 
last count. The 17-minute animated 
cartoon film, produced Trans- 
film, points out the growth the 
middle income group. 

Another film, 14-minute ani- 
mated, was “Calling All Salesmen,” 
featuring salesman whose ap- 
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Dye Transfers Color Processing 
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THE QUALITY COLOR SERVICE THE TRADE 
Type Prints 


AMERICA 


sofia building 


61st street 
New York 23, N. Y. © JUdson 2-4355 
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Sofia Building, Columbus 61st 
New York 23, 
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How Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture Saves Time, Saves 
Money, Prevents Errors 


Cards, Snap in Grooves 


for Production, 
Scheduling, Sales, Etc. 


% Made of Metal Compact and Attractive. 
Over 150,000 Use 


Full price with cards 


24-PAGE BOOKLET NO. R-100 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


West 42nd Street New York 36, N.Y. 


Traffic, 


Are you responsible 
for keeping 
stockholders happy 


Would you like original way 
presenting your company’s 
progress and plan? 


Chances are we’ve licked least 
one problem tough yours 
—visually. (It’s certainly worth 
phone call find out.) 


The Chartmakers, Inc. 


SPECIALISTS 


Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 
8-2760 Just ask for “Sales” 


be, and wise old veteran. 
stressed that national advertising 
local advertising for the retailer, 
and was distributed product 
salesmen, sales managers and 
agencies. 

“Magazines and sells 
druggists the profit possibilities 
magazine sales. cost $30,000. 
The film has been seen colleges 
and pharmaceutical conventions 
around the country since its intro- 
duction the Magazine Publishers 
Assn. convention White Sulphur 


Springs. 


Architectural Forum, too, looks 
upon audio and visual aids 
public relations tool, rather than 


direct selling method. “The Chal- 
27-minute color filmstrip 
with synchronized sound, stressed 
urban renewal. 

Forum advertising promotion man- 
ager, said the filmstrip had 60-70 
Groups averaged 25-30 people 
each showing. 
aid has approximately 110 slides. 

Each person who attended any 
session was given booklet, which 
incorporated the figures the mar- 
ket reminder. Viewers later 
could check points which they heard 


the showing but which could not 


Low-Cost Oxberry Line 


Scheduled for August 


low-cost line Oxberry film 


equipment developed for low-budg- 


film studios has been scheduled 
for delivery early August the 
Animation Equipment Corp., New 


Rochelle, 


The new Oxberry stand will 
compact, versatile, and contain 
many the same features the 
professional stand, according the 
company. 

tentative price $3,500 has 
been indicated for the complete 
stand and rotating compound in- 
cluding electric zoom, double count- 
ers and underneath lighting. The 
new stand will accommodate any 


standard 35mm 16mm camera. 


Additional details are available. 
for more details circle 110, page 121 


Why Colors Change Color 
Explained New Film 


The phenomena color and its 
changing appearance whether it’s 
natural man-made are ex- 
plained semi-technical film 
produced Wilding Picture Pro- 


ductions, Chicago, and released 


the Interchemical Corp., New York. 

Filmed Eastman Color, the 
film, entitled This Color, uses 
both animation and practical dem- 
onstrations show how colors 
change according the eyes view- 
ing them and the light reflected 
from them. 

Common household objects are 
used the demonstrations and the 
qualities refraction, reflection, 
transparency, opacity, subtractive 
and additive mixtures are related 
the viewer the behavior light 
industrial enamels, textile colors, 
process printing and 
color tv. 

Running time minutes and 
viewing arrangements can made 
through Interchemical Corp., 
44th St., New York 36. 


Adapts Color Process 
For Child’s Book 


Black and white drawings were 
converted multicolor the new 
Photographic Overprint Process 
juvenile book recently released 
The John Winston Co., Philadel- 
phia. The process, pioneered 
Donald Cooke, involves the use 
overlays transparent colors 
with photographic images superim- 
posed provide overprints. 
Bible Dictionary for Boys and Girls, 
black and white line drawings 
Steele Savage were transformed 
brightly colored patterns this 
method. 

Only three colors were used 
produce seven, with “black” lines 
obtained the solid overprint 
all three inks. Unlike most over- 
prints, Winston says, these illustra- 
tions show precise register fine 
lines and dots many colors. 

The cost the Photographic 
Overprint Process said far 
below that full-color methods. 
Color separations were 
Peter Dant Studios Ardmore, Pa.; 
the book was printed offset 
the Polygraphic Co. America, 
New York. 


Tripod Easels 
For Chart Talks 


Speakers who use charts, 
changeable pictures during 
speeches might find interest 
lightweight aluminum easel avail- 
able from the Arlington Aluminum 
Co., Detroit. 

These tripod easels. are pol- 
ished aluminum tubing, 34” diam- 
eter .049” wall. The studs are 
located two positions for either 
horizontal vertical display frames. 
Tripod easel 68” high and ships 
knocked down with weight 
pounds. 
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Color and Films 
Occupy Broadcasters 


Color and syndicated films formed 
the highlights the recent five-day 
meeting the Natl. Assn. Radio 
Television Broadcasters, held 
early April Chicago. 

greatest interest ob- 
servers and others who have fol- 
lowed the changing pattern this 
fluid industry the increased re- 
spect offered the motion picture 
film distributors, especially those 
who are syndicating series. 

More than these companies 
had exhibit suites the Conrad 
Hilton Hotel, which ranged from 
simply-furnished room high- 
ly-decorated suite. The NTA Film 
Network, for example, which has 
recently acquired group fea- 
tures from 20th Century-Fox, in- 
stalled whole series carnival- 
type booths for the edification 
visitors. MGM-TV, with its library 
723 features, showed selected 
scenes, and featured “personal ap- 
pearances lovely models who are 
doubles for famous MGM stars, and 
who will wear the original costumes 
worn 
MGM pictures.” 


addition the rather flam- 
boyant reception headquarters, the 
syndication companies, quote 
Variety’s Bob Chandler, “never had 
treated the syndicators with new 
respect. This was partially due 
the increasing maturity the syn- 
dicators well the increasing 
reliance stations their prod- 
uct, especially features. 

example this, the one- 
hour panel television film 
first the history the associa- 
tion was packed, and plans are 
being laid extend full day 
next year’s program. 


The other notable factor was evi- 
dent when walking through the ex- 
hibit floor. Judging from the con- 


centration color, standard black 
and white programming its 
last legs. This was not because there 
was anything particularly new 
display, but more equipment, from 
more manufacturers, 
ing more inquiries, and more im- 
mediate interest, from station exec- 
utives and engineers. 

RCA had full scale working 
studio set-up, with closed circuit 
color. General Precision Labs, Gen- 
eral Electric and Philco all had 
color equipment there quantity. 
The Philco control board was par- 
ticularly fascinating. permitted 
the mixing two images, both 
color, with battery buttons de- 
termining whether the second pic- 
ture wiped from the top, the 
side, corner, entered grow- 
ing diamond. control 
smoothly and easily shifted the rate 
the optical effect. 

This interest color was also re- 
flected the program. less than 
seven the technical papers were 
devoted color problems, while 
pects. 


Hostess Packaging Silver-flecked 
tumblers Bakelite plastic were de- 
signed for Sealtest cottage cheese. Tall 
containers look like party ware 
yet resist breaking chipping. 
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This photograph shows one the important processes used make Rising Paper...fine paper its best! 


Wesaluteth Foundation THE CREATIVE TEAM 
For The Blind, Inc. for the vital con- 


organization American Foundation 
tributions has made helping the blind and the 


For The Blind, Inc. 
deaf-blind throughout the United States. largely Robert Barnett, 


due the generous gifts donors that the AFB Executive Director 

able maintain, and even expand, its numerous, planner Emily Klinkhart, 
valuable services. Since the AFB dependent upon 
its letter appeals help raise these necessary funds, James Gray, Inc. 

has welcomed the creative talents which number 
friends the blind have volunteered for this pur- Rising’s 

pose. are proud that, for the past years, the Line Marque 

AFB has chosen Rising Paper carry many these 

important appeals the public...a choice influ- 


enced standard quality, service and economy. 


THE COST THIS ADVERTISEMENT BORNE ENTIRELY BY: 
RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 


MAKERS RISING PARCHMENT (100% RAG BOND) RISING BOND (25% RAG) RISING 

OPAQUE BOND (25% RAG) LINE MARQUE WRITING (25% RAG) NO. INDEX (100% RAG) 

HILLSDALE WEDDING AND BRISTOL (25% RAG) WINSTED WEDDING AND BRISTOL 
PLATINUM PLATE AND BRISTOL (25% RAG) 
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When printing appeals the nose well the eye, there 


How make your printing 


double impact! Here's how you can use odors spice 
campaign what you should know about 


Margaret Reynolds 
Associate Editor 


“Beechnut should have flavor last 
long!” The assistant advertising 
manager was feeling expansive, not 
about new chewing gum contend- 
about ten-page gatefold leaflet 
scented with roses. touted the ad- 
vantages the New Idea (Model 
200) manure sweet- 
est spreader the the 
floral fragrance telegraphed the 
reader’s nostrils. 

The samples that reached had 
been exposed dealer racks the 
farm equipment company’s home 
office Coldwater, O., since Jan. 
21. The odor roses was unmis- 
takable—even feet 
away. Assistant manager Philip 
Schultz reports that some 30,000 
leaflets were impregnated with the 
scent, after being lithographed 
three colors uncoated offset. 


The progress “fragrant print- 
has been rapid that new 
scents are being used direct mail 
pieces, magazine inserts and r.o.p. 
ads almost fast they’re syn- 
thesized the lab. The process it- 
self not new; one company, Frank 
Orlandi, New York, 
menting 1915. The past five years 
have seen new entrants and vast ex- 
pansion. Consider these recent ven- 
tures: 


Oranges, full color and 
fresh-from-the-grove scent, bright- 
ened full-page r.o.p. for Kroger 
Stores the Charleston, Va., 
Daily Mail. The results were “the 
biggest Florida orange 
division has ever experienced,” ac- 
cording advertising manager Jay 
Staats. 


Peppermint brought mint-julep 
almost life daily distrib- 
uted the Kentucky Derby. 


nosegay spring flowers, with 


Printing, Paper Platemaking 


fragrances match, appeared 
teaser for KLM Royal Dutch 
Airlines. “Bunches news will 
scent your way soon. Watch your 
mail,’ was the logical copy tie-in 
used. 


Smoke odors underlined the need 
for fire insurance one company’s 
direct mail brochures. 


unusual mailer for diaper serv- 
ice. 


Pine odors were used lure va- 
cationers and convalescents 
mountain health resort, which 
added the scent its flyers. 


Strawberry scent reminded doc- 
tors who received Ciba’s brocures 
Elkosin that this sulfa drug 
“tastes like strawberry.” 


Devil’s food cake batter, for see- 
ing and sniffing, was captured 
four-color for General Foods 
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PUT ACROSS 


Appeals those 


who want fine 


appearance 


moderate cost 


Letterheads 
Office Forms 
Invoices 


Statements 


Mailing Pieces 


Instruction 
Sheets 


Booklets and 
Brochures 


Certificate FREE 
Send for Certifi- 
Bond Test 
letterhead. 


Company 
Holyoke, Massachusetts 


that appeared Better Homes 
Gardens. 


ma” promotional poster. 


Uses continue multiply and 
not all necessary that the 
odor match that the product. 
More important, says Maryan Linck, 
publicity director for Consolidated 
Lithographing Corp., 
that “it set the mood for the sale 
the product. 

“As example, lavender for 
household linens, spruce fir aro- 
mas for holiday greeting cards 
gift catalogs, carnation for Mother’s 
Day promotions, the scent fresh 
strawberries for quick-bread mixes. 
Spring flowers freshly cut grass 
could incorporated ‘new car’ 
vacation promotion.” 

Consolidated, whose experiments 
with fragrance printed matter 
began more than two years ago, 
calls its process Mail Aroma. 

“Certain elusive aromas not 
lend themselves the process,” ad- 
mits Miss Linck, “or they’re simply 
not recognizable. But where 
aroma promotion desired, there 
always right way handle it. 
For example, distiller might want 
use for bourbon promotion. 

“The scent his own product 
might leave questionable impres- 
sion. However, use fresh mint 
julep promotion, nutmeg and 
other spices for eggnog theme 
lend themselves very easily.” 


The palette odors admen have 
work with extremely varied. 
Fragrance Process Co., New York, 
which specializes concentrated 
fragrance compounds, currently lists 
120 scents including four types 
stamped aromas pizza, oregano, 
juniper (for very dry martini cam- 


ANNOUNCING 
rs, 


Bunches of news wil! be your way seen WATCH YOUR MAIL 


Floral-scented mailer for KLM. 


paigns), new mown hay, old-fash- 
ioned pickle, hickory and musk are 
offered. While most these are 
classified into food, floral, fruit, 
wood and perfume groups, there’s 
simple slot for odors like “clean,” 
“hospital” and “new car smell.” 
did not sample any these. 


“Built-in” odors can produced 
variety ways. least four 
substances have been tried commer- 
cially: 


jelly-like concentrate im- 
pregnated with perfume other 
essential oils, which put the 
ink fountain after the final press 
run and applied much like over- 
varnish. Some compounds now come 
range colors and can sub- 
stituted for ink many letter-press 
runs. Process color-plus-odor be- 
ing perfected. 

Costs for such concentrates start 
per lb. for Perfume Printing 
Process Compound, made Frank 
Orlandi, Y., and $7.75 per 
for Fragrance Process Compound. 
Mr. Orlandi estimates that his com- 
pounds will cover 3,000 
sheets per lb.; Alfred Neuwald, 
president FPC, puts the figure 
4,000 sheets per lb. concentrate. 


Odorized inks Perfumed oils 
incorporated printing ink 
amounts 5%. These oils must 
added small amounts because 
they slow ink drying. Chemical 
suppliers like Magnus, Mabee 
Reynard Inc., New York, furnish 
ink manufacturers with the essen- 
tial oils. Since the fragrances are 
dispelled oxidation, the longer 
odorized materials are exposed 
air, the fainter odors become. 

“Best results,” says Bernard Jeffs 
MM&R, “are obtained when the 
perfumed printing ink used 
uncoated stock (as, for example, 
newsprint) and, course, relatively 
large solid printed areas are most 
effective.” 

Costs for perfumed inks are 
harder estimate than for com- 
pounds. They vary greatly, depend- 
ing the pigment, its intensity, the 
essential oils and preparation re- 
quired. Chicago ink manufac- 
turer, Martin-Driscoll Co., would 
volunteer only that these inks “aver- 
age 25% more price over non- 
odorized types.” 

Standard fragrances, such pop- 
ular perfumes, food odors like but- 
ter, chocolate, wintergreen, pepper- 
mint and cinnamon, are, course, 
cheaper than custom scents. 


Powders impregnated with odors 
These are sprayed press 
sheets after printing. Much like 
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When art directors design job around the high im- 
pact fluorescent color, what kind comes mind? 
Sunbonded® DAY-GLO! matter fact, 
nationwide survey proves that when users think 
fluorescent color, out think first DAY-GLO! 
And now priced lower than ever before...priced 
right for every market! There’s reason settle 


for anything less than the best genuine Sunbonded 
DAY-GLO! It’s the highest quality daylight fluo- 
rescent screen color you can buy! 

new Switzer color guide makes easy for you 
specify Sunbonded DAY-GLO colors your 
your free guide, write Switzer Brothers, 
4732 St. Clair Avenue, Cleveland Ohio. 


SPECIFY GENUINE SUNBONDED DAY-GLO AND SURE! 


sachets, they were originally used 
perfume advertising. 


Fragrant sprays solvents 
combined with essential oils. Like 
powders, they are sprayed after 
printing. Both these methods are 
conceded leave much more fugi- 
tive fragrances than 
fumed inks compounds. the 
words Philip Schultz New Idea 
Farm Equipment, “Spraying does 
not get into the stock sufficiently 
stick.” 


What types paper should 
used scented printing? Uncoated 
stocks are reported work best 
with both perfumed inks and com- 
pounds, but Kromekote also rec- 
ommended for Fragrance Process 
Compound. 

How long should you expect 
odors last? Wrapped cello- 
phane, polyethylene 
bags, scented materials can last in- 
definitely. Exposed the open air, 
lose their odor identity within 
few days. However, they retain 
general fragrance such sweet 
spicy much longer. Specimens 
office going back three years 
still have noticeable odors, although 
longer distinct. 

why “printing with 


Recognized Leaders 


letterpress and gravure 


Strawberry-scented folder used Ciba. 


smell” most effective 
used for immediate impact 


Direct mail 

Package inserts 

Gift and special wraps 
Newspaper advertising 
Special promotion pieces. 


chemists discover ways bond 
odors more permanently the pa- 
per and/or ink, the horizons for 
odorized printing may unlimited. 

Closely allied the subject 
fragrant printing the use fra- 
grances selling job the 
point-of-purchase. Several adver- 


tisers have successfully used artifi- 
cial aromas add special come- 
their in-store displays. The 


for magazine advertisers 
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Finest Photoengraving Plant for Letterpress and Gravure 


inc. 


most effective method adding 
fragrance displays has been the 
use atomized unit which 
sprays odor into the air con- 
trolled intervals. 


Meanwhile, what does the imme- 
diate future look like? Several 
trends seem clear: 


Growing use odorized printing 
the food industry. Already, fresh- 
bread aremas have 
rated bread wraps; rye has been 
added cracker and 
and chocolate 
has found place cake mix 
boxes. Inner seals instant coffee 
jars may soon impregnated with 
coffee odor. Scents like these 
add decided appetite appeal. 


Further development r.o.p. ad- 
vertising-with-odor. This, adver- 
tisers are discovering, natural 
for newspaper food sections. Fruit 
beverages, coffee, cakes are only 
few odors which have added their 
“plus” color ads. 


Improvement process color 
perfumed compounds. Last March 
the Deposit (N. Y.) Courier ran 
series process color tests using 
tinted Fragrance Process Compound 
(yellow, red, blue and black with 
rose scent). 

Though color density was weak, 
the printer was pleased with the 
pressroom performance 

and predicted bright future 
newspaper advertising 
ments are intensified. 


The potentials, then, fragrant 
printing are impressive. come 
out the first mushroom cloud 
odors released eager pioneers, 
may concede that scents belong 
with color, artwork, type and paper 
our selling picture. 


3-D Binoculars 


Developed for read- 
height gages and 
instruments, 
Focuser, binocular magnifier, comes 
choice three magnifications, can 
worn with without glasses. Edroy 
Products Co, New York, 
tributor. 


micrometers, 
measuring 


When the job calls for rough treatment and hard 


wear, ahead you specify ATLANTIC LEDGER. 
Here’s why: 


ATLANTIC LEDGER made Eastern’s rigid stand- 
ards good strength, high bulk and medium high 
finish. Especially suitable for banks, bookkeeping sys- 
tems, payroll books and office forms. There’s built-in 


sparkle and snap, characteristic the finest 
ledger sheets. 


ATLANTIC LEDGER genuinely 
there’s never question quality—and the weight 


EASTERN 


EXCELLENCE 
FINE PAPERS 


wherever 
durability 


counts first 


Atlantic Ledger choice 


Atlantic Ledger comes Blue, Buff, new bright White and GREEN TONE 


EASTERN CORPORATION, ANGOR, MAINE MANUFACTURERS QUALITY PAPER AND 


shows right the watermark. Unlike surface-im- 
pressed mark, the genuine watermark permits even ink 
coverage. 


ATLANTIC LEDGER has excellent erasure qualities 
and surface properly sized for printing inks, fine 
heavy rulings, also pen and ink work. Available white 
and colors, regular and posting finishes. 


See for yourself why ATLANTIC LEDGER first choice 
for durability. Ask your Eastern Corporation Merchant 
for free samples. 


NEW YORK, BOSTON, PHILADELPHIA, CHICAGO 


. 


a 
Atlantic 
x} 


ORLEANS 


and from coast coast... 


AMERICA DOES BUSINESS 


PAPERS 


Nekoosa Bond Nekoosa Ledger Nekoosa Duplicator Nekoosa Mimeo 


papermaking progress, 
Nekoosa Papers are 
modern papers— 
made perform 
perfectly modern 
office equipment. For 
letterheads and 
envelopes—and most 
every business 
there are Nekoosa 
Papers wide 
choice colors, 
weights and finishes. 
Thousands printers 
can supply them... 
more than 135 
Nekoosa Paper 
Merchants distribute 
them. 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wisconsin 


Nekoosa Manifold 
Nekoosa Offset Nekoosa Opaque Nekoosa Master-Lucent and companion ARDOR Papers 


Jules Friedlander 
Hall Printing Co. 
Chicago 


What your solution the prob- 
lem ordering expensive color 
plates for magazines where plate 
costs are disproportionate the 
space rate? 

you can utilize set plates 
already made for 
or, the second publication can 
trim these down meet their size 
without injury the ad, you are 
fine shape. If, however, neither 
these possible, another solution 
the problem has been made avail- 
able the past few years what 
commonly termed the photo- 
engraving industry “Variomat” 
conversion plates. 


black and white reproduction proofs 
each the four process color 
plates, together with set pro- 
gressive color proofs the original 
ad, photo-engraver, have 
him make reduced enlarged set 
process plates approximately 
one-half the cost new set 
originals. 

These “conversion plates” can 
made any screen and other speci- 
fications required for the particular 
publication which the will ap- 
pear, regardless the line screen 
the original set. 


This apparent miracle 


How 
economy 
reducing 
color plates 


Alert advertisers are saving money through new process 


for making color plates 


Not yet widely known, 


formed device known the 
“Variomat.” was developed 
Klimsch Co., camera manufac- 
turers, Frankfort, Germany. con- 
sists optical plane, coated, 
glass plate disc, held adapter 
fastened front the camera lens. 


The reproduction proofs the 
original are secured the cam- 
era board and exposure made 
through the Variomat. During the 
exposure the Variomat revolves 
slowly and simultaneously oscillates. 
This action the glass disc causes 
light refraction from every angle, 
diffusing the halftone screen forma- 
tion and creating for all practical 
purposes continuous tone. Once 
the screen has been reduced con- 
tinuous tone, then exposed 
through any line screen specified 
for the job. 

The big saving cost based 
the fact that many the opera- 
tions and color rendering have been 
performed the original plates. 
For example, the original job 
consisted multiple sets four- 
color separation negatives, stripped 
usually great cost, and already 
position the reproduction proofs, 
they are automatically position 
the conversion set plates. 

Much the staging and re-etch- 
ing also eliminated, since these 
operations have already been per- 
formed the original set. not 


smaller sizes from existing plates. 


opens new vistas for the adman. 


misled, however, into thinking 
the conversion process 
mechanical, eliminating all skilled 
hand work. certain degree 
correcting and balancing colors 
must done, since reproduction 
process has, yet, been perfected 
the point where reproductions 
can made photo-mechan- 
ically. 


Several national magazines, usu- 
ally smaller page sizes, have 
felt the reluctance some adver- 
tisers buy set plates cost 
out proportion space costs 
size that can utilized one 
publication only. meet this ob- 
jection they have offered conversion 
plates low cost advertisers, 
which, some cases, was induce- 
ment enough break down pre- 
vious resistance. 

Fred Scheunemann, western pro- 
duction manager Coronet, says, 
“Our space representatives found 
the Variomat conversion process 
and its low cost aid selling 
advertisers 
pages instead black and white 
ads. Among advertisers using this 
process our magazine have been 
Michigan State Tourist Bureau, and 
Oral Company. outstanding 
example was Viceroy cigarets, who 
1955 used series color 
pages our magazine reducing 
large page size ads, the Variomat 
process, Coronet size, and have 
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already started similar program 
for 1957”. 

Many advertising agencies also 
have been able stretch their cli- 
ents’ dollars for four-color space 
taking advantage Variomat con- 
version plates. 


Burnett Co., advertising 
agency for Pillsbury Mills Inc., us- 
ing some their larger size maga- 
zine plates basis, converted 
smaller magazine page sizes and ad- 
vertised full color such products 
Pancake Mix, Orange Cake Mix, 
White Cake Mix, and others. 

Paul Lehman, manager the Leo 
Burnett Co. production department, 
says that “the reproduction results 
showed surprisingly little variation 
from the original proof, were very 
acceptable our client, and 
were, course, pleased with the 
economy effected.” 


Another good example conver- 
sion plates made for Libby McNeill 
Libby some their nationally 
advertised products the Saturday 
Evening Post and converted 
smaller size for Sunset. Here again, 
the big saving plate costs was one 
deciding factor the agency, 
Walter Thompson Co., going 
into low space cost magazine. 
Thomas McBreen, vice-president 
and director mechanical produc- 
tion Walter Thompson Co., 
whose penchant for fine quality 
well known, said “These plates had 
more than satisfactory. The 

Variomat conversion plates achieved 
Yes, “BETTER PAP ERS ARE our quality standards and were 


pleased the tremendous savings 
MADE WITH COTTON FIBER plate costs made possible this 
And WESTON BOND proves progressive step the photo-en- 


graving industry.” 


Not everyone, however, has been 
Because made better with cotton fiber, WESTON totally pleased with Variomat re- 
BOND has all the beauty finish, all the impressive- productions. One example 
ness and character you look for letterhead paper. Lane Jr., vice president Lane 
Against the sparkling brightness and uniform texture Publishing Co., whose experience 
WESTON BOND, typing looks neater, cleaner... indicates loss fidelity and detail 
letters look more inviting, easier read. See for your- the Variomat process. does 
self the difference cotton fiber can make. Ask your 


not encourage his organization 
printer use WESTON BOND your next lot aggressively sell this process ad- 
letterheads. vertisers, although some his ad- 
WESTON BOND available through your favorite vertisers have inserted Variomat 


printer white, colors, white opaque, white litho 
finish and envelopes match with instant sealing flap 
gum. Write for sample book. Address Dept. AR. 


process engravings Lane Publish- 
ing Co.’s Sunset. Says Mr. Lane, 
“We are hopeful that the process 
can perfected, because will 


BYRON WESTON COMPANY very important step our sales 


work reduce the high cost ad- 
Makers Papers for Business Records Since 1863 vertising production where maga- 


zines various page sizes are 
DALTON, MASSACHUSETTS 
Actually, the writer’s experi- 
WESTON BOND 
production great extent de- 
Cotton Fiber Quality Letterhead Paper 


pendent upon the experience the 
individual engraver with this device. 


Those who have achieved fine re- 
sults are those who 
much time experimenting or, 
through customer demand, have had 
the experience forced upon them. 

modesty poor public re- 
lations lack experience among 
some photo-engravers, the Variomat 


When you are specializing the 
processing color film, would 
seem natural thing use color 
your printed promotional material. 
But too often, the cost the com- 
plications using color rule out 
its use. Not with Byron Inc., 
Washington film lab, which, with 
the aid its agency, Lewis Edwin 
Ryan, has come with new, 
spectacular trademark 
kles its brilliance. 

all started with advertising 
specialty. When became feasible 
for other labs besides Eastman Ko- 
dak enter the field processing 
original color motion picture film, 
Byron decided set handle 
this job. The company was already 
the business making duplicate 
prints color film. 


introduce its new service 
the trade, Byron and its agency were 
looking for symbol convey 
graphically its registered trademark 
“color-correct.” Since the service 
would not available until the 
spring 1956, was decided that 
its 1955 Christmas gift would 
good opportunity make the 
first announcement. 

carry the graphic symbol, the 
agency came with the suggestion 
Zippo lighter which would 
carry engraving short strip 
motion picture film, each frame 
different color. The whole idea 
was conceived agency team 
which included two artists, copy- 
writer, the radio-tv director, the ac- 
count executive and the produc- 
tion manager. 

The original artwork was turned 
over the Zippo lighter people, 
who copied faithfully, using their 
standard process etching the 
metal surface and filling the de- 
pressions with the proper colors 
enamel. Six colors plus black were 
used. 

The result was pleasing that 
the client decided incorporate the 


Trademark Adapted 
Varied Uses 


process has not been much publi- 
cized. the reader finds himself 
the position needing re-sized 
set plates low cost, may well 
prove profitable acquaint himself 
with the requirements and the re- 
sults this relatively new plate 
making method. 


Multi-colored Trademark 
the film was done different color. 


Each frame 


From the top, they are brown, red, 
orange, yellow, green and blue. The de- 
sign the Zippo lighter was adapted 
for all company printed material. 


new symbol throughout his printed 
material, from the lowly shipping 
label through engraved letterheads. 


Here are the ways which the 
artwork was adapted different 
media, using variety processes: 


Stationery and business 
Die-engraved for the black type 
and the margins and cross-bars 
the film. The blocks color 
brown, red, orange, yellow, green 
and blue were added letter- 
press. Brewood Engravers, Wash- 
ington, handled the job. 


Film-can labels, shipping labels 
lish press. Since 
would not take the litho process, 
these first, then 
gummed and die-cut. spite this 
apparently round-about process, 
proved less expensive 
ducing the job letterpress. Kauf- 


FROM SUN-UP 


THE FINE QUALITY 
DOT ENGRAVINGS NEVER 
VARIES. BEAUTIFUL 

COLOR, OUTSTANDING 
BLACK AND WHITE. 


Ine. 


600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 


Makes History 


Big run jobs have you the run? Take tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand substantial sav- 
ings. Why wait for deliveries when you can call 
Carey for 
Art Friedman, Sales Manager 4-1000 
YEARS ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
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our specialty 
MAGAZINES 
CATALOGS 
BOOKLETS 


FOLDERS 


Mail sample for Quotation 
Phone Call 


Ph. 
Sersen’s 


Imprinting, Inc. 


120 South Sangamon St. 
Chicago 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling dummies quick and easy. 
need interrupt the work your 
stitcher wait until free. 


Handles jobs 128 pages with width 
inches. Uses same staples 
your office stapler. Ask your 
phone your local Bostitch 
write. 


BOSTITCH 
338 Mechanic St. Westerly, 


For Lithographed Cutouts 


SANTA CLAUS 


LITHOGRAPHERS, INC. 


NEW 


Permanent type tough “Vinyl” 
applied seconds without water. Saves labor; 
curling storage. MADE YOUR SPECIFI- 
CATIONS...lettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 
SCREEN PROCESS PRINTING 948, Wichital 


mann Press, Washington, printed 
these, well the file folders de- 
scribed next. 


File folders These were done 
letterpress Appleton’s White 
Supertuff 16-pt. stock. Designed 
hold price lists, the tab contained 
the words “Byron motion pictures” 
and the strip color film. With the 
symbol less than size, 
the color blocks are less than 
square, requiring extremely fine 
color registry. Six colors and black 
were used. 


Magazine for use busi- 


Mouth-Watering 


ness journals, these used standard 
second-color letterpress inks, with 
the six tones being formed from 
standard red, blue yellow. 
Black, course, was used for type 
and the film itself. 


Billheads, invoices, and other 
minor pieces Black and white 
adaptations are being prepared 
offset. 


The whole program shows 
imaginative use color, and in- 
telligent selection the best print- 
ing process meet the specific re- 
quirements each item. 


Baker Tips Bread Wrap 


Local Newspapers 


There’s more than one way 
achieve objective, Genest 
Bros. Inc., Manchester, H., baker 
and its agency Dawson Advertising 
Agency, Concord, recently learned. 

The problem was how tell 
Genest’s customers, scattered over 
major portion New England, 
that Table Joy bread was shifting 
from cellophane wrapper full 
color wax paper wrapper. 

The agency recommended that 
full pages local newspapers 
used, with color course. But only 
one color and black were available, 
and was agreed that this could 
not justice the multi-color 
lettering and full-color illustration 
the wrapper. 


the result agency brain- 
storming session, simple solution 
suggested investigation. 
Why not use the wrapper itself, 
scription it? 

First approached was Dave 
Bliven, advertising manager the 
Manchester Union-Leader, which 
covers major portion New 
Hampshire. Mechanical insertion 
sample the wrapper was ruled 
out, because the presses used would 
not permit it. 

first, was thought that hand 
insertion would slow down distribu- 
tion. However, was finally agreed 
that the full-page were spotted 
the beginning section, the 
strip wax paper could dropped 
without unfolding the newspaper, 
provided was larger than half 
page. 

series tests indicated that 


10x14” insert could used. The 
tacky quality the wax paper pre- 
vented the insert from sliding out, 
which was one the matters which 
had worried the agency. 


After this, other newspapers were 
approached, but most were too con- 
cerned about delaying appearance 
the paper accept the insert. 
However, Greenfield, Mass., the 
Recorder felt that could handle 
the insertion mechanically. 

the Union-Leader, crew 
extra workers installed the 47,000 
sheets wax paper, with delay 
getting the issue out its sub- 
scribers time, although Mr. 
Bliven reports that was 
rowing experience watching pro- 
duction with one eye and the clock 
with the other. Greenfield, the 
mechanical inserting presented 
difficulties. 

Both papers charged for the full- 
page, plus the usual space charge 
for the 10x14” the wrapper. 
Manchester, there was extra 
time charge cover the hand in- 
sertion. 


The impact was impressive. 
Backed follow-up ads 
other papers, plus heavy concen- 
tration spot radio and tv, people 
were attracted the new wrapper 
and sales sky-rocketed. 

While the campaign, and espe- 
cially the insert, fulfilled all expec- 
tations, agency president George 
Dawson points out the need for 
low-cost, true-color 
more newspapers outside large 
metropolitan areas. 


... your printer will save you both with 
EAGLE-A TROJAN BOND 


Your printer will deliver your job faster and more 
when you specify Eagle-A Trojan Bond. This outstanding 25% rag 
content bond goes through the presses smoothly that costly 
pressroom delays are avoided. Your job completed ahead 
time. And pleased with the fine printing results. 
Trojan Bond’s perfect choice for office forms, 
direct mail. Comes sparkling blue white and choice colors 
and all regular substance weights and press sizes 
and envelopes-to-match. Write for sample portfolio. Other papers 
the Eagle-A Trojan line: Trojan Record, Trojan Onion Skin. 


PAPERS 


AMERICAN WRITING PAPER CORPORATION 
HOLYOKE, MASSACHUSETTS 


Manufacturers famous EAGLE-A COUPON BOND and 
other nationally-known Bonds Onion Skins Manifolds 
Ledgers Bristols Texts Covers Boxed Typewriter 
Papers Technical, Industrial and Papers 
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Pharmaceutical utilized striking realism 
emotional stability.” Brilliant 
book cloth spotlight printed 
photos patients. Recommended drugs 
doctors when folder opened flat. 
Consult Sloves diagnose your presenta- 
tion ailments, write for custom 
Dept. AR6 


PROCESS PLATES 


moderate prices? 


organization real craftsmen. Because 
non-metropolitan location, costs are remark- 
ably low. Complete service all types 
engravings with union label. Complete color 
department...including color photography, 
color separation and color correction. Fully 
staffed provide art and retouching. Now 
48th year service agencies, printers, 
publishers and institutions. Careful attention 
delivery rail, bus air. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


June 1957 


Print Progress... 


What! $4.90 for deleting comma? 


Ponder well the placing 
comma your copy. step 
not taken lightly, for the 
machinery necessary for 
purgation intricate and costly. 

you decide that certain 
comma befouls the purity your 
prose, impairs the clarity your 
construction, just abomi- 
nation your sight. You mark the 
proof and summon 
salesman. You impress upon him 
the idea that the comma must 
—and start chain reaction which 
must seen believed: 


The salesman prances into the 
printshop with the correction 

turns proof with correction 
over detail man 


Detail man digs work sheet 


Detail man turns proof and 
work sheet over composing 
room foreman 


Foreman discovers that job 
set linotype 


type operator 

magazine match type and 
size 

respacing full measure 

then takes the new line 
back foreman 


hand 


10. Foreman 
positor job 


com- 


Electronic Methods 
Speed Production 


Electronics coming the res- 
cue many the printing and en- 
graving industries, with its promise 
higher speeds, simplified produc- 
tion methods and greater quality 
control. Among recent develop- 
ments the production front are 
these. 


Prints 
Radiation 


New drawing inks 
with radio-active 
isotopes now make 
possible reproduce original 
image copy with appreciable 
loss detail—in quantities 
several thousand. report 
American Printer Lithographer 
(Jan. 1957) tells these inks de- 
veloped Dr. Harry Wheeler 
Louisiana State University. 
“Radiation, strong enough ex- 
pose photographic print paper, 


Compositor looks record 
find where galley stored 

12. gets galley and takes 
frame 

13. removes string 

14. Removes old line type and 
replaces with new line 

string 


press 


galley with 


proof 


pulls the number proofs 

needed 

18. takes galley back 
age rack 

19. turns new and 
over proofreader 

20. Proofreader checks new proof 

and turns job over foreman 


21. Foreman hands new proofs 
detail man 


22. Detail proofs 
salesman 
23. Salesman delivers 


your hand posthaste 


Who profited these goings on? 
Probably nobody—least all the 
printer. Nobody would happier 
than you quarterbacked your 
copy the typewriter level. 

The man just unhappy 
you are about the high costs 
author’s corrections. 


—Reprinted from 


“Better Impressions 
Mead Paper Company 


transmitted when the paper 
placed over images drawn with the 
ink.” 

The resulting print said 
perfect image the original. The 
print also retains detail usually im- 
possible obtain conventional 
lithography. Thousands copies 
can reproduced. 

Dr. Wheeler quoted saying 
that these radio-active inks “will 
for art reproduction what high 
fidelity has done for music 
broadening the range textures 
and shades the reproduction 
art works.” 


Catalogs 
Automation? 


Automation has 
entered the com- 
posing room. 
electronic system now use the 
Merrywell Corp., New York, pro- 
ducers lists, guides, catalogs and 
directories, has successfully turned 
out the mammoth New York State 
Industrial Directory. quote from 
the account recent issue 


STUCK FOR DISPLAY 


Here’s booklet which will stimulate your 
creative thinking Displays. It’s yours for 

the asking. Read particularly the ideas presented 
PLASTIC DISPLAYS...ULLMAN TRANSPLASTIX... 
These are new, valuable looking, clear see-thru 


plastic displays printed dynamic process color. 
They are weather-proof for outdoor not 
wrinkle warp window door and are 
wonderful for attaching large appliances right 
the Any pictorial copy reproduced perfectly. 
Sizes 40” 54”. Economical small runs. 
Instead planning old-fashioned display 

with expensive mounting and shipping cartons, you 
can buy Transplastix for less 
tube and delivered with lower mailing costs. 


319 McKIBBIN STREET, BROOKLYN 7-3700 
division The Ullman Company, Inc. Established 1888 


Wearever Display 
Printed 

Colors 

Size: 22” 12” 


FOREMOST PRINTERS PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS COLOR DISPLAYS PAPER AND PLASTIC 


us 
ig 
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INTERWOVEN COVER 


RECOMMENDED ADVERTISING MANAGERS 


The striking colors and beauti- range sizes and weights. 
ful finish Interwoven Cover Interwoven Cover gives greater 
add snap and sparkle adver- advertising results with true 
tising pieces. Available full economy. 


Write for free sample book today 


CHEMICAL 


MILLS HOLYOKE, MASSACH SETTS 


Get the Facts about 
Loose-Leaf 
Catalog Covers 
and Binders that 

SELL! 


Write for Bulletin 100 


BEAVERITE 
PRODUCTS, INC. 


BEAVER 


The Inland Printer: 

“Girls copy original edited ma- 
terial Commercial Controls 
Justowriter recorders, which roll 
punched tapes. Tape rolls are fed 
into second Justowriter unit, 
reproducer which automatically 
types 100 words per minute with 
endline justification. Then the 
forms are fed into Standard Reg- 
ister cutter, which converts them 
into standard size tabulating cards 
for hand sorting for key punch- 
ing. 

“Additional cards are introduced 
insert headings folios. Merry- 
well men pointed out that almost 
any listing arrangement possible 
—geographical, alphabetical, age, 
catalog, otherwise. 

“Eastman Kodak’s Listomatic 
Camera handles the next step. 
photographs 230 cards per minute. 
Since one, two three lines can 
filmed key punched each 
card, per minute rate 690 lines 

The camera turns out negative 
composition which starts with 
pt. The machine can reduce this 
any point size down pt. Neg- 
ative film from the Listomatic can 
adapted for making offset plates 
photoengravings engraved dry 
offset plates. 

This streamlined method cold 
typesetting, company officials say, 
cuts composition time almost 
75%, allows for greater accuracy 
(there are 
permits last-minute entries and ma- 
terially reduces the storage space 
needed for composition. 


Split-Second briefing di- 
Printing Plates rect electronic 
printing offered 

brochure from RCA, called 
“Electrofax—Direct 
graphic Printing Paper.” This 
extremely rapid method pro- 
ducing offset and relief printing 
plates developed the David Sar- 
noff Research Center Princeton, 
Basically images printed 
characters any paper, wood, met- 
al, plastic other surface are 
coated with inexpensive photo- 
conductive pigment; then the sur- 
face electrically charged and ex- 
posed light image any con- 
ventional photographic procedures. 
After exposure, the image de- 
veloped with resin powder applied 
with magnetic brush. Heat fuses 
the image into permanent form. Ac- 
cording RCA., the Electrofax 
coating gives the metal plate much 
more sensitivity than plates cur- 
rently use lithography. These 
new plates can exposed directly 
the camera used the photo- 
engraver. Time involved from coat- 


PAPER MANUFACTURING CO. 


ing finished permanent print: 
fraction minute, company of- 
ficials state. 

Authors the informative book- 
let are Young and Greig. 
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Air Cushion 
Takes Imprinting 


Packed pocket-sized con- 
tainer, vinyl cushion can blown 
with few breaths furnish 
soft seat fishing boat, stadium, 
wherever comfort required. 
easily deflated for replacement 
its carrying envelope. 

The envelope closed with 
finger-press zipper that turns in- 
waterproof container hold 
cigarettes, matches and other small 
items. 

The Sit-on-Aire, manufactured 
Hazel Vinyl Products, can 
furnished plain with stamped im- 
print. Full details are available. 
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Five-Pound Wonder Portable blue- 
print unit fits plastic case, can re- 
quires only 110 volt outlet. Product 
Engineering Laboratories Co., Newark, 
developed the PELprinter. 


Portable Blueprinter 
Designed for Offices 


portable blueprint machine that 
fits into plastic carrying case has 
been developed the Product 
Engineering Laboratories Co., New- 
ark, N.J. The PELprinter weighs 
only and measures 
Operating dry vapor proc- 
ess, reproduces any type draw- 
the manufacturer states. 

The entire blueprinting operation 
takes less than minutes. Only 
110 volt outlet required. The 
cost per copy sheet about 

The unit, complete with plastic 
case, priced $60. Included are 

The PELprinter can adapted 
for use automobiles. Further de- 
tails its use are available. 
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PAPER SPECIALTIES 


DECORATIVE SEAL 
ARE IDEAL FOR PREMIUMS. 


HALLOWEEN 


SEAL BOOKS CONTAIN SEALS. 

Low make outstanding Premiums 
for children, Write today Premium Department 

for complete details. 


Other Eureka products include 
Trading Stamps, Seals, Coupons, 
Duplisnap and Duplisticker 
multiple mailings 
and other office labels. 


EUREKA 
SPECIALTY PRINTING 
COMPANY 


568 ELECTRIC STREET, SCRANTON, PA. 


The Only Publication REGULARLY COVERING 
SECTIONS BILLION MARKET 


Signs and Identification Radio and 


Materials Production 
and Printing and Binding 
atemaking 
Displays Shows and Exhibits 
Typography and Direct Advertising 
Layout 


Audio and Visual Aids Paper 


Labeling and 
Packaging 


Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 Illinois St., Chicago 


ae 


Office into Print Shop? 


Duplicators, Copiers 
Take New Scope 


When office machine 
printing press? The answer seems 
be: Right now, with the range 
duplicators that double small 
presses growing leaps and 
bounds. The office that finds itself 
with one these high-speed, multi- 
may 
resort type-composing machine, 
then add camera and developing 
equipment for good measure, and 
before long end minor printing- 
cum-engraving shop. 


For look some the innova- 
tions office and/or reproductive 
equipment: 


Vari-Typer The Vari-Typer 
Adds Line Spacer Model 160, one 
line type-com- 
posing machines, now boasts 
“leading” device that automatically 
inserts spaces between lines pro- 
fessional printer’s measures from 
the Vari-Typer Corp., Newark, 
N., outlines this and other new fea- 
tures. 
use dial selector cali- 
brated graduations, 
the user can obtain any effect from 


logger from the mysterious Eel 
River region West Virginia, owes his fame event 

somewhat removed from his favorite woods. When the 
Eel River went rampage and threatened flood 
his town, Tony built dam the river, using peanuts 
and molasses. After the river was brought under control 
the townspeople had new brittle! 


have clients America’s foremost industries and would like more 
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solid blocks copy widely 
leaded lines. reverse-action 
mechanism also permits the feed- 
back paper any desired posi- 
tion. 

Another improvement scien- 
tifically designed pointer, indica- 
tor that establishes precise align- 
ment points. This makes for greater 
accuracy when preparing copy for 
office forms, columnar, tabular 
justified margins. 

signal light has been added 
aid the operator when preparing 
copy for justified even-righthand 
margins. The light flashes the 
carriage nears the end each line. 
This indicates that the machine 
process calculating spaces 
obtain even-righthand margins. 
bell also rings when the copy line 
for that line about reached. 

Larger and sturdier, the 160 Vari- 
Typer provides extra clearance 
the front and rear the machine. 
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Foto-Riter Dials 


For setting display 
Display Types 


types photographi- 
cally, the Foto- 
Riter Co., Minneapolis, has devel- 
oped compact, portable model 
weighing lbs. new folder de- 
scribes the machine and its opera- 


The Foto-Riter uses alphabets 
consisting individual film slides 
for each letter, contact-printed onto 
means 6-watt bulb. Letters are 
precision-spaced dial geared 
measure off pts. the inch. 
Letter spacing any interval can 
also obtained. 

The machine operated hand, 
using photographic materials ob- 
tained any photo supply store. 
Individual alphabets, from wide 
selection faces and sizes (14 
pt.) are available $17.50 each. 
The Foto-Riter, with fonts type, 
can purchased for about $185. 

Additional details are described 
the folder. 
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Copier Works new copying 
Anywhere unit that 
under any type 
office light has been developed 
Copease Corp., New York. sim- 
ply flicking switch the Cameo 
model, the operator can adjust the 
light exposure from normal for 
ordinary office lighting one for 
use directly under strong fluores- 
cent lights. The small, compact ma- 
writer stand the corner 
desk. 
Standard paper used for nor- 
mal lighting conditions, slow paper 
for use with fluorescent lights. The 


CAND 


Give your Newspaper ads 


ADVANTAGE... 


Shakespeare wrote your copy and Rembrandt did your art, your newspaper advertisement 
would still better than the printing plates that you mail the newspapers. 


It’s foolish spend your money for top-quality talent your lacks top VISIBILITY 
and fails show favorably against your competition. 


you specify Reilly finest all plates for newspaper reproduction— 
you are practically assured VISIBILITY dominating the page, because the exceptional 
uniformity, legibility and halftone brilliance ads reproduced from Reilly PLASTICTYPES. 


Reilly the only electrotyper the industry employing skilled engravers assure 
that every PLASTICTYPE meets rigid precision 

EVERY REILLY Reilly the only electrotyper using Duramatrix—the key high-fidelity 
PLASTICTYPE molding—for making PLASTICTYPES. Available other plastic plate 


MAILED NEWSPAPERS maker, Duramatrix was developed result extensive 
THE research and engineering. 


SAME TOP QUALITY Reilly the only electrotyper who guarantees that every PLASTICTYPE 
FOR THE routed minimum depth all open areas. 


SAME prove our statements showing you set tear-sheets from 
AND IT'S ALWAYS national campaign. 


DELIVERED TIME REILLY ELECTROTYPE DIVISION 


45TH STREET, NEW YORK 17, 
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now you 


and bind 


all your literature 
right your organization 


just three simple fast steps, 
you can make your own 
logs, reports, manuals, etc., 
more attractive more effec- 
tive...and save money too! 
This new GBC Rex-O-Graph 
system prints one five 
colors and adds life and pres- 
tige your literature with 
sparkling action-getting GBC 
plastic binding. Your literature 
will modern—every page 
lies flat turns easily. You 
definitely increase readership. 
It’s easy too. Now anyone 
your organization can 
all your pres- 
entations—turn out profes- 
sional quality plastic bound 
books seconds. You get sharp 
clean uniform printing with 
make-ready, pumping prim- 
ing you punch and bind 
with the pull handle and 
costs just pennies book with 
this low priced GBC system. 


PLASTIC BIND 


SEND FOR THIS NEW FREE BOOK 


tells you how you can use the GBC Rex-O-Graph system your 
organization. This handsome plastic bound manual packed with 
important news and facts. Shows you how you can dress 
all your literature and printed material—all new low cost. 
You owe yourself get this valuable information. Send for 
your free copy. Fill out the coupon below and mail today. 


GENERAL BINDING CORPORATION, 812 Belmont Ave., Chicago 


General Binding Corporation Dept. AR-67 
812 Belmont Ave., Chicago 14, 
Send me, under obligation, your new free book that tells 


how can use the new GBC Rex-O-Graph printing and 
binding system business. 


Nome 


Firm. ______Title 


Address. 
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machine 
copies seconds any original 
wide and any length. will 
reproduce ink, crayon, pencil 
any kind paper, colored opa- 
que. Ninety-five per cent all of- 
fice copying, according the man- 
ufacturer, can done single 
dial setting. 

new slide-out tray permits the 
developer changed quickly. 
Additional details the new Cam- 
are available. 
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Spot Color With Not press, but 
Rex Duplicator 

screen stencil du- 
plicator, the Rex Rotary D-280 
broadcasting its potentials new 
folder from the Rex-Rotary Dis- 
tributing Corp., New York. Chief 
among its features are multi-color 
reproduction, “mathematically” ac- 
curate registration selective, 
controlled inking. 

Twin cylinders and the use 
silk screen eliminates ink pads and 
prevents clogging and leaking, ac- 
cording the leaflet. The machine 
can accommodate any size paper 
weight from card stock onion 
skin tissue. Print type the 
stencil may raised lowered 
and margins changed even while 
the machine running. 

Rex-Electronic stencils, for use 
with the duplicator, can reproduce 
catalog clippings, paste-ups, illus- 
trations, line-cast type, and forth. 

model are offered. 
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Promotion Pieces Bound 
Plastic for Dealers 


unique and attractive book 
currently being used Mas- 
land Sons, carpet manufacturer, 
outline its dealers the complete 
national promotion program built 
around the theme: “Happy Mood 
Colors.” 

The 9x12”, 16-page book with 
loose-leaf type plastic binder effec- 
tively dramatizes the color idea 
setting each item the promotion 
against different color page 100- 
weight, tweed-weave cover stock. 
These include the promotional ma- 
terial available dealers, such 
black-and-white and r.o.p. mats, 
window and store display signs, 
streamers and cutouts, layout 
suggestions, glossy photos, suggested 
radio and script copy, public- 
ity releases, etc. Binder page colors 
are yellow, green, red and purple. 

Prepared Masland coopera- 
tion with its advertising agency, 


Anderson Cairns Inc., the binder 
presents graphic form complete 
descriptive run-down the “Happy 
Mood Color” campaign its own 
colorful framework. 


Acetate Sheets 
Form Braille Pages 


Books for the blind may soon 
produced 
small quantities, new process 
for reproducing braille characters 
adopted the industry. The 
ess was introduced the American 
Management Assn’s. National Pack- 
aging Show Chicago. uses 
vacuum forming machine form 
braille book pages out acetate 
sheets, instead the conventional 
zinc plates. 

Product Packaging Engineering, 
Culver City, Cal., developed the 
method. Acetate sheets made 
Celanese Corp. America are 
placed over master paper braille 
sheets. The acetate vacuum 
formed heat reproduce the 
braille characters. 

Acetate was selected because 
forms easily and can preserved 
for future use, without premature 
cracking. The company recommends 
its use runs less than 1,000. 
The equipment used this “plate- 
making” simple operate, the 
manufacturer says, that operator 
can trained ten minutes. 


Novel Glossary 
Spoofs Printers 


glossary 
printing terms, created Case 
Paper Co., New York, “in the in- 
terests thoroughly confusing the 
printer,” spreading its mischief 
and malapropisms among admen 
and artists well. This “Printer’s 
Devil’s Glossary,” printed 12x16” 
Ultra Gloss Board, comes punched 
for hanging over the desk draw- 
ing board. nonalphabetical order, 
covers such vital definitions as: 


Colophon—It keeps ringing and 
ringing the shop. 


Stock—When the customer can’t 
pay, printer 


Pica—Printer who never takes 
customer lunch. 


Font—Type that 


lost. 


board—Printer who’s 
tired looking halftones. 


Ben Day—Spots front your 
eyes. 


The chart offshoot “The 
Case Paper Almanac,” satire 


One the most famous 
packages the world... 
the original black and gold 
Lanvin bottle. 


LANVIN - PARFUMS, wc. 


Quality 


makes subtle 


The look its clue company’s char- 
acter. Reflecting the Lanvin precept that quality—like fragrance— 
discovered, not announced, the classic Lanvin letterhead 
subtle its own fine perfume. 


Strathmore papers never shout their superiority, rather their 
quality and dignity add intangible sincerity letterhead. 
accident that impressive number important firms use 
Strathmore. would mistake yours did the same. 


Lanvin-Parfums, Inc. has been promising quality and giv- 
ing for more than quarter century...ever since the famed 
French couturiere, Mme. Jeanne Lanvin, created series fra- 
grances for her own use and that her customers. Her original 
Sin, Arpege, Scandal, Rumeur and Pretexte are beloved 
women every part the world superb examples best 


STRATHMORE LETTERHEAD PAPERS: 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


perfume Paris has offer.” 


STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA. 


Better Papers are made with Cotton Fiber 


Makers Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD. MASSACHUSETTS 


ore Letterhead Papers: No. 128 Series 
| 
| 
| 
| 
| 
| 
i | 
| 
| 
| 
: 
3 
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process 


100,000 


250,000 
500,000 


cess, two sides, 70# number one coated. 
Prices based copy ready for camera. 
Original plates additional. 


proven way 
build sales! 


Merchandise your products with 
full color “stuffers.” 

need for large inventory. 
Frequent Colorform combination 
press runs can supply your needs 
required. 

Write today your business 
letterhead for more information 
and free Colorform Booklet de- 
scribing our exclusive process. 

Dept. AR-6ES 


720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 NewYork, 26th St. 
Baltimore, 1600 Clinton 


IDEAS 
boxful 


pings from Advertising Age,” writes 
advertising manager. “It idea-file, 
and dip into often when need 
inspiration.” Advertising Age, The Na- 
tional Newspaper Marketing, 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription idea-packed issues 
only $3, which less than per week. 
Mail coupon below for trial. Money back 
guarantee. 


ADVERTISING AGE 200 St. Chicago 


Enter my l-year (52 issues) trial order for 
only $3. I must be satisfied er my money back. 
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Prepared Case Paper Company 
the interests thoroughly confusing the printer 
PA DECKLE -— Small gin rummy deck HAIRLINE — The rapidly receding beundry atop a ¥ ‘ 
printer's head. 
& COLOPHON ~ It keeps mnging and ringing in the shop. y J 
RA ILLUSTRATION BOARD — Printer who's tired of “ 
ROMAN TYPE For instance: GINA looking halftones 
: VELOX — Still another kind of smoked salmon SERIF — A printer tries to keep one jump ahead of him bs 
Ss LEAD — What your stomach feels like after you've CURSIVE — Foreman who stubs his toe K N 
Ra taken a customer to lunch “4S 
ITALIC — Tony, the linotyper, he's one 
COVER PAPERS Expense account vouchers for 
income tax deduction ZINC — It's in the washroom. 
Ny STOCK — When the customer can't pay, printer is... WIDOW ~— Printer’s wife during his busy season v S 
5 “ STUFFER — What you'd like to tell a nasty customer BROADSIDE — What happens when you won't cut W 
to do with the job down on starches. 
. MOLD — What a printer turns into who never leaves BEN DAY — Spots in front of your eyes a. 
Ra LINE — What the secretary has to put up with ¥ 4 
PROOFREADER MARKS Irving Marks, the proof- 
& reader. Know him? NEGATIVE ustomer’s first response to your first - 
we MARGIN — The space between a printer's cost and his Y 
Ss profit. Often about 1 point. CIRCULAR — Approximate path of a printer with an - 
RUNNING HEAD What printers get with colds. 
PICA — Printer who never takes a customer to lunch. “4s 
KEEP STANDING And with your bunions, yet! 
EM — Printing buyers, in general. As in “Let ‘em wait!” 
y x 
y) WHITE SPACE The color you never see in a BULLET — Small bull session in the shop rc 
Ss printer's eyes. 
Ss TEMPERA Lost yours lately? 
ye STONE — X-ray view of some customers’ hearts. ae 
« ROLL FED — Printer who doesn't like plain bread we 
& DEEP ETCH — Where it's difficult to scratch. 248 
Sa FOLDING — Other than coin. Usually followed by the v a4 
Ss COMBINATION PLATE — Nice roast beef (rare), word “green”. y 
aX string beans, new peas, baked potato. 90¢ m\) 
FLAP — Conservative description of an unreasonable 
F rc 
4 RETOUCH — Borrowing twice from the same printer. customer's mouth. SS 
Ny CROP — A printer can take just so much. COATED — That morning tongue after the night ws 
Ss before. 
Ss DRAGOIN'S What aid you to fad in NET — What a printer finds himself in after one dead- 
@ printing buyer's veins? line too meny < 
¥ VIGNETTE — Even a steady loser in gin rummy is GRAIN — Most becoming around the temples. s& 
bound to. 
HALFTONE Printer who can't sing on key. 
Ss FOLIO — What that cheap lunch counter tries to pass J < 
» off as butter. SADDLE STITCH — Hemorrhoid operation. ae 
Sa CASE PAPER COMPANY 140 Perry Street New York 14, N.Y. “First in Seconds” s 


Printer’s Dictionary zany guide print-shop and production-room jargon, this 
glossary has been issued Case Paper Co., New York. Sample definition: 


small gin rummy 


old-style almanacs produced last 
year. One section the Almanac 
contained four original definitions 
dreamed Mack Leblanc Co., 
agency for Case. the end the 
year all definitions were con- 
solidated single chart. 

The “compleat” glossary of- 
fered. 
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Sears Catalogs 
Preserved Film 


mile microfilm now pre- 
serves years Sears, Roebuck 
Co. catalogs. Reproduced 
35mm Recordak microfilm, the cata- 
logs cover every year from 1892 
through 1956. Complete sets are 
begin donated Sears public 
and university libraries throughout 
the country. 


Nearly 5,200 feet film, 100” 
spools, were required. Culled from 
this treasury are such bygone 
gains as: 


glass eye for horse—$5. 


plete with handsome stool and 
instruction book”—$69. 


“Gem Graphophone” pred- 
ecessor the juke box) for public 
demonstrations—$10. 


The original press run the first 
edition, 1892, was 400,000. Today 
more than 8,000,000 copies 
printed annually, making the cata- 
log one the biggest “best 
ers” this country. 

With the film catalogs loca- 
tions throughout the U.S., other 
libraries will have access them 


via the inter-library loan service. 


ea 


Competitive research has created modern letterpress founded new concepts 


and supported equipment and materials that prove them 
advantages that give you, the printing buyer, even higher fidelity—more 
and greater dollar value. you demand crisp black and white 
reproductions and illustrations alive with color that are cleaner, truer, and sharp, 
call your photoengraver and letterpress printer and check the NEW 
advantages modern letterpress. 

reserve your free copy “The Advantages Modern Letterpress” write 


Rolled Plate Metal Company, 196 Van Brunt Street, Brooklyn 31, New York. 


FOR GREATER AUDIENCE ACCEPTANCE, PRINT LETTERPRESS 


Om BRANd 


Rolled Plate Metal Company 
Atlantic Zinc Works, Inc. 
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Which Has Advantage? 


RUN DOWN? 
Be! 


Take Flippo, the tasty 
tonic, three times per Take Flippo, the tasty tonic, three 
day, seven days per week. 
Every vitamin the 


DON'T BE! 


times per day, seven days per week. 


Every vitamin the alphabet. 
alphabet. flavor you 
forget. Flip for flavor you can't forget. You'll Flip 
Flippo. Get case today. for Flippo. Get case today. 


the above proves, there are two 


important ways set any advertisement—with 


without Typographic Muscle. Our ATA Members 


much prefer the former. They know this kind type- 


setting makes ads more quickly spotted, more easily 


read, more frequently acted upon. costs more 


set stronger. ATA Members are listed this page. 


Pays Set Type Right 


Advertising Typographers Association 
America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
America, Inc. 


AKRON, 
The Akron Typesetting Co. 


ATLANTA, GA. 
Company 
BALTIMORE, MD. 

The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 
McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc 

The Faithorn Corp. 
Haves-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The Ford Company 


CLEVELAND, O. 

Bohme Blinkmann, Inc. 
Inc. 
Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc 


DALLAS, TEX. 
Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas Henry Co, 
Fred Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., 


KALAMAZOO, MICH. 
Claire Mahoney 


LOS ANGELES, CAL. 
Service Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Service Company 

Advertising Service Co., 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick Schmidt, Inc. 

Silverstein, Inc. 

Supreme Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, 
Kurt Volk, Inc 


NEWARK, 


Barton Press 
William Patrick Co., 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank 


TORONTO, CANADA 
Cooper Beatty Limited 


MEDIA DIRECTOR 


Part Ill THE ART DEPARTMENT 


Advertising 


Artists may impractical people, but they are nevertheless 


key part the production picture. This excerpt from the 


operations manual Stromberger, LaVene, McKenzie, Los 


Angeles agency, will give you some good ideas systematizing 


The responsibility for seeing that 
design standards are maintained 
often falls between two stools. Each 
executive leaves another, 
whether are talking about han- 
dling design through agency 
through the advertising department 
and management itself. 

One way avoiding this 
draw systematic procedure for 
securing and noting the ap- 
proval key people the proper 
stages the development the 
finished piece art. 

this excerpt from the Strom- 
berger, LaVene, McKenzie proce- 
dures manual, see how this Los 


the handling art, regardless your own role advertising. 


Angeles agency has organized the 
flow work through its own art 
department. should serve 
guide more effective and smooth- 
procedures any office which 
concerned with art and advertis- 
ing production. 


three-fold purpose: the 
viewer, arouse interest, and help 
sell the product service. may 
perform any one all three 
these functions, and often im- 
portant the copy selling. 
vital part our business. 


Responsibility and Duties The 
art director responsible for the 


art. All jobs requiring artwork are 
subject final review and ap- 
proval the art director. 

Quality control all art and 
production the responsibility 
the art director, and this respect 
the production manager will main- 
tain close liaison with the art di- 
rector. The production manager has 
full responsibility for production, 
but the art director has final ap- 
proval responsibility 
mission for client approval and pub- 
lication. 


Work Flow The procedure 
described here covers 


clerical steps involved. 
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Discussion 


CHART 
Plans 
director 


Flow 
offices SLM, and who pays for it. Chart covers the situa- 


description and charts follow. 

Upon receipt job order from 
traffic, which the only authori- 
zation for work, the art director 
will ascertain that schedules can 
met. Any variation from established 
dates will reported traffic. 

Following any necessary discus- 
sion with the account executive, 
purchase order issued the se- 
lected supplier describing detail 
the specifications required, includ- 
ing cost data. 

Purchase orders are prepared 
triplicate; white copy the sup- 
plier, brown copy accounting, and 
the blue copy traffic. Purchase 
orders are recorded the time 
issue the reverse side the job 
order, which then delivered the 
production department. Purchase 
orders are numbered the same 
the applicable job order followed 
the letter “P” and number indi- 
cating sequence issue. 


Estimating and Costs When 
required, cost estimates will 
compiled and submitted the ac- 
count executive. Only gross figures 
are used. Where budget exists, the 
art director should advised 
the job order. 
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AGENCY 


AGENCY 


CHART 


These illustrate how work moves through the 


valuation 


Discussion 


Approvals Layouts are de- 
livered the art director who will 
check and submit them the ac- 
count executive for approval. ap- 
proved, the account executive’s in- 
itial will suffice. 

All finished art must stamped 
provide evidence approval. 
The finished paste-up proofread 
against original copy and checked 
for mechanical and art correctness 
art and production personnel. 
After any necessary corrections, 
submitted the account execu- 
tive, and his discretion, the 
client for approval initials. 
Upon return, released pro- 
duction for completion. 

each step the art production 
completed, traffic will notified. 


samples printed matter, after 
checking production, will sub- 
mitted the art director for ap- 
proval before passing the ac- 
count executive client. 


completed and delivered, the pro- 
duction copy the job order de- 
livered the art director for re- 
cording billable time, the space 


Produce 


CLIENT 


Review 


Produce 


Review 


tion where creative consultant retained, while Chart in- 
volves only agency personnel. 


provided the reverse side the 
job order. The production secretary 
will make out billable expense 
form cover this time and submit 
the accounting department 
with the copy the job order. 

All invoices covering artwork are 
reviewed the art director for ap- 
proval, after recording space pro- 
vided the reverse side the job 
order. 


Billable Art Time The time 
spent art direction supervision 
able media such publications 
outdoor space not charged for, 
and considered part our 
service. However, such time spent 
non-commissionable items such 
point-of-purchase displays, sales 
promotion, merchandising, printed 
matter, etc., will billed the 
client. 


Art Files The art files will 
maintained the production sec- 
retary under the direction the art 
director. All layouts, paste-ups and 
finished artwork must returned 
the agency printers and en- 
gravers for filing. assure ade- 
quate control, all such items shall 


Comps Finish 


NEW Subscription Order Form 


Please enter immediately subscription 


Advertising Requirements 
for years (36 issues) 


extra postage for Canada Pan 


year (12 issues) ica. Add year for foreign postage. 


Name Title 
Firm 

Home, 

Firm Address 


City 


Nature Business 


BUSINESS REPLY CARD 
Postage Stamp Necessary Mailed United States 


—POSTAGE WILL PAID 


Advertising Requirements 
200 EAST ILLINOIS STREET 


FIRST 


Permit No. 
CHICAGO, 


GAVE YOU THE FACE “WORTHY RANK WITH CASLON” 


The greatest tribute man’s work that outlives the man himself. And this 
eminently true the case British type designer and master printer 

George Jones, whose brilliantly conceived Linotype Granjon has been termed 
“worthy rank with Caslon for usefulness enough for publicity, 

clear enough for 


Granjon combines beauty color and form with unusual adaptability 
new uses. Baskerville and Estienne bear further testament his unusual talent. 
Fortunately, this talent—like many the best American and European 


type designing talents—has been captured and preserved and made readily available 


printers everywhere through Linotype. Fleuron, Journal Typography, No. 


“Perhaps was because George Jones was one the finest 
printers the early century that succeeded designing 
useful book face Granjon. His scholarship led him 

the best 16th century models; his knowledge modern type- 
setting and printing methods and the best use today’s 

papers and inks, surely contributed his awareness what 
letter forms would print with distinction and without peculiarity. 
Granjon achieved face which can used successfully 

for books diverse subjects and can read tirelessly for 

many hundreds 


The Viking Press, Inc. 


Set in Linotype Granjon and Spartan families 


Mergenthaler Linotype Company, Ryerson Street, Brooklyn LINOTYPE 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. Canada: Canadian Linotype, Limited, Toronto, Ontario 
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properly stamped and records 
kept that timely follow-up can 
accomplished. 

When printed piece con- 
tains more than one piece art 
work i.e., layout, paste-up type, 
and separate photographs draw- 
ings, all pieces are collected and 
wrapped one package, with 
sample the contents taped the 
outside for quick identification. 
made the package the date 
and use. 

from the art files without member 
the art production depart- 
ments first making note the art 
file book its whereabouts. 

The art files should reviewed 
annually the art director and 
the account executive for each cli- 
ent. All material further use 
discarded. 


Creative Consultant Working 
Procedure 


The creative consultant ex- 
pert retained the agency pro- 
vide objective view art and 
strategy employed the 
advertising prepare. given 
the requirements and may provide 
advice, roughs, finished art, all 
three. 


CHICAGO 11, ILL. 


East Street 
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don’t mean that stuff that’s more 
than mental. mean that way you 
have insisting (sometimes with fireworks) 
that typographic detail right your 
creations. Without there wouldn’t 
much demand for our services. 


LOS ANGELES 15, CALIF. 
928 South Figueroa Street 


responsibility the account ex- 
ecutive. the ‘time initiation, 
job order issued cover either 
specific items preliminary cam- 
paign development. The job order 
will establish due dates meetings, 
thinking roughs, tentative actual 
delivery publication dates, and 
rough budget. possible, the job 
order should list items de- 
veloped. There may discussion 
this stage with the creative con- 
sultant. purchase order will is- 
sued the creative consultant, who 
will not begin work without it. 


Discussion The program will 
plans board, which meeting the cre- 
ative consultant should attend. This 
meeting may call for ideas from the 
plans board, there has been 
previous discussion, review 
ideas under consideration. 

Alternately, the discretion 
the account executive, discussion 
may take place between the ac- 
count executive alone and the cre- 
ative consultant. Selected members 
the plans board may present 
deemed advisable. 


transferred the creative consult- 
ant for thinking and development. 


Dear Art Director: 


WASHINGTON D.C. 
806 Fifteenth St., 


Rough Layouts this stage 
rough copy layouts will devel- 
oped. Copy may the work 
agency personnel the creative 
consultant. insure proper direc- 
tion, informal liaison will main- 
tained between the copy writer 
account executive and the creative 
consultant. 


the agency and the creative con- 
sultant. Roughs and copy will 
discussed meeting the ac- 
count executive, creative consultant, 
and the plans board with the copy- 
writer and art director attending. 

this stage, final budgets will 
established and will de- 
cided whether the creative con- 
sultant the art director 
responsible for comprehensives. 

new job order listing individ- 
ual items will issued, and defi- 
nite schedule established. (Up 
this point expenses are billed 
the agency. Certain portions, how- 
ever, may passed the client. 
important that records kept 
the time spent individual 
items determine the amount 
which may billed.) 


Sell Obtaining client approval 
the responsibility the account 
executive. The thinking the crea- 
tive consultant frequently as- 
set this stage, and may 
present such meeting ad- 
visable. 


ished art will follow the procedure 
established the comprehensive 
stage. some cases, the agency 
will handle assembly when certain 
phases the art, such illustra- 
tion, are handled the creative 
consultant. When the art director 
buys finished art direct, the creative 
consultant will render assistance 
and advice. Purchase orders out- 
side artists will issued the 
agency all cases. 


Produce After approval the 
client and/or the account execu- 
tive, the finished art will de- 
livered production follow es- 
tablished procedures. 


Review After completion, the 
program should reviewed with 
the creative consultant deter- 
mine whether the job could have 
been made more effective and how. 
Plans board may involved the 
discretion the account executive. 


Billing Invoices from the crea- 
tive consultant are itemized, 
showing individual buy-outs sepa- 


a 


DESIGNED BY WILL BURTIN 


Craw Clarendons: Classic Creations with the 


modern touch, “Current and Choice” among craftsmen with type every- 
where. The two carefully balanced weights now available were designed 
for dynamic, modern typography. Never before was there Clarendon 
family such distinctive design and broad usefulness. This paragraph 
set Craw Clarendon Book. Your ATF Type Dealer stocks the Clarendons 
for prompt delivery. Just ask him for our specimen bro- 
chures, write directly the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 


ATF TYPE NEWS GOOD NEWS FOR EVERYBODY 
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rately from charges for his work. 


Internal Art Procedure ... Ona 

twins the carriage complex those ordinarily 
the creative consultant, 

but which totally internal oper- 
ation, the procedure essentially 
the same with the creative con- 
sultant. such case, the creative 
omitted and replaced 
the art director and possibly 

outside artist. 


Simplified Procedure 


For relatively simple jobs those 
which follow established pattern 
such trade ads. 


responsibility the account execu- 
tive. job order issued cover 
the specific items following the job 
order procedure. 


cussed, necessary, the account 
executive, art director, copy writer, 
and possibly outside artist. 


for headlines 


rector will issue the necessary in- 
for body text 


structions and purchase order 
aste 


the selected outside artist. 
For compositions quiet, dignified beauty, 


and excellence taste, specify this classic combination. Sell Approval The account 
easy reading 
Simple design, but strong eye appeal, HELLENIC and 
VENUS are home industry and fashion. Finish Finished art will 
produced through the art director 
For complete specimens your nearest Bauer Type after approval the account ex- 
dealer write your letterhead to: ecutive and the client. 
BAUER ALPHABETS, INC. 
235 EAST 45TH STREET NEW YORK Produce After approval the 
Set in Hellenic Wide and Venus Extended account executive and the client, the 


finished art will delivered pro- 
duction for completion. 


least annually determine 
whether the work could made 
more effective and how. 


Type Tool Combines 


mean Display, Text Types 


Headquarters” 


It’s easy visualize how display 
faces will look with body type when 
planning layouts, through the help 

new “Type Selector” developed 
Monsen Typographers Inc., Chi- 
cago. This consists 70-page 
BUNDSCHO, INC., Advertising Typographers book type specimens, with each 
page cut horizontally into two sec- 
tions. The “Dutch door” arrange- 
ment, with headings the top, 
body faces the bottom, allows the 
user mix types easily before 
specifying. 


180 North Wabash Ave. RAndolph 6-7292 Chicago 


| 
| 


110 June 1957 


Twenty-four different headings 
are featured, with many body 
faces. handy index the front 
the book lists both alphabetical 
order. The plastic ring-binding per- 
mits the pages turn easily and 
lie flat all times. 

The average type size range 
from pt., leaded pts., down 
pt., leaded pts., for the display 
types. The body type ranges be- 
tween average pts, leaded 
pts., down pt., with pt. lead- 
ing. 

large capital and lower case 
“A” are shown 
page. Thus the reader can closely 
examine the characteristics each 
face, for easy type comparison. 

Each specimen the Type Se- 
lector has been set 24-pica 
measure. The number characters- 
per-inch shown beside each block 
body type, making copy-fitting 
simple The final 
pages the book are devoted 
type scaling. This shows how de- 
termine copy, space and type sizes. 

Priced $1, the booklet avail- 
able from Monsen Typographers, 
Illinois St., Chicago 11. 


Imports 
Maxime, Astoria 


Maxime and Astoria, two type 
imports from the 
foundry Bauer, are illustrated 
recent specimen sheets. The Amer- 
ican distributor, Bauer Alphabets 
Inc., New York, has released two 
showings these faces, each 
which cast the American point 
system. 


Maxime 


Designed Peter Schneidler, 
type, which the characters re- 
semble brush strokes. comes 
these sizes: 24, 30, 36, 42, and 
pt. 


OPQRSTUVWXYZ 
Astoria 


outlined, sans serif. Each character 
ringed with white line. was 
first used the mid-19th century, 
then recently revived the art de- 
partment the Bauersche Gies- 
serei. Sizes range from 12-30 pts. 


for more details circle 136, page 121 


Western Lithograph Co. for 
Inc. 
Hillside Press for 
Laboratories Inc. 


Strobridge Lithographing Co. 
for Tire Rubber Co. 


U.S. Printing Litho. Co. for 


Award-winning Lithography Four the award winners the seventh competition 
sponsored the Lithographers National Association, which 270 examples fine 
lithography were selected from 2,496 entries. 


from dependable BULLARD! 


fastest, most dependable messenger service—the Mail— 
delivers your proofs OVERNIGHT AIRMAIL anywhere the coun- 
try! BULLARD, New York’s most complete typesetting plant, pays all 
postage both ways, including Special Delivery when required. 

Wherever you are, whatever your typographic needs, Bullard’s complete 
service only hours away! Join the thousands who have relied since 
1909 Bullard for the latest Lino, Mono, Ludlow, foundry 
repros and photo lettering. 

COMPOSITION MAIL made simple and easy for you with 
BULLARD’S ALPHABETS—a $35 book which can yours FREE. 
This encyclopedic 536 page type reference volume the indispensable 
tool type directors and production men across the country. Write today 
for your free trial copy—no obligation. Use FREE for days. 
completey satisfied, remit $35—if not, return our expense. 
WITHIN YEAR PURCHASE YOU ORDER 
LEAST $500 WORTH COMPOSITION FROM 
BULLARD YOU GET YOUR $35 BACK! 


Write today for full details your 10-DAY FREE 
TRIAL COPY ALPHABETS. 


For complete typographic set with 


HOWARD BULLARD, INC. 


150 VARICK ST., NEW YORK 13, 5-177 
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from Jacksonville 
about Fast Service 


Jacksonville, Florida, Agency says: 


“As long can Air Mail copy Wednesday 
afternoon, and get repro proofs Friday 
morning, use Warwick. Both typography 
and service are 


Near the geographical center the U.S., 
with complete air transport service, Warwick 
has the facilities and personnel supply 
quality typography speed most cases 
equal local sources. 


Whether Jacksonville, Florida, 
Spokane, Washington, Warwick can provide 
everything needed typographically with the 
speed that causes furthermost 


clients figure time, rather than distance. 


Try Warwick when you want fast service 
any practical method typography. 


TYPOGRAPHERS, INC 


920 Washington Avenue St. Louis Missouri 


Serving clients States, Canada, Mexico and Cuba 


Advertising 
Requirements 


sales power the billion 
advertising-production-merchandising 
market, call your representative today. 


Advertising Requirements, 200 Illinois St., Chicago 
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Type Tracing Cards 
Offer Layout Shortcut 


Amsterdam Continental type trac- 
ing cards, drawn from the Dutch 
foundry’s display and text faces, are 
now available interested users 
subscription basis. Artists, design- 
ers, typographers and production 
men will find these 10%” 
specimen cards handy layouts 
and type specification. Two mail- 
ings have already been made 
subscribers: 


Series .including Studio, 
Rondo Bold and Reiner Script. 


Series #2. featuring Egmont. 


Future mailings will illustrate Mis- 
tral, Nobel, Libra, Columbia, Gracia, 
Grotesque, Egyptian, Roos and 
others. 

typical specimen card (in the 
Egmont series) gives complete up- 
per and lower case alphabets, al- 
phabet numerals, length and char- 
acter-per-pica count for each size 
available. 

The entire series mailings, in- 
cluding all past cards issued, may 
secured from Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., 268 Fourth Ave., New 
York 10, for $1. addition, sub- 
scribers will placed the com- 
pany’s permanent list for all sub- 
sequent tracing cards. 


Bantam Foto-Riter 
Weighs Five Pounds 


fact sheet the Foto-Riter 
machine for photo-composition has 
been newly prepared the Foto- 
Riter Co., Minneapolis. This photo- 
typer weighs only lbs. and meas- 
ures making 
easily portable and useful small 
quarters. 

The machine receives one letter 
individual film slide unit. After in- 
sertion the Foto-Riter, the letter 
exposed over 35mm photo paper. 
The model described holds 100’ 
roll photo paper. 

“Each letter, being 
unit, handled exactly though 
case and set stick. Letter spac- 
ing, kerning cutting and all 
such effects are immediately under 
the control the the 
leaflet points out. 

companion folder illustrates 
type styles available for use with 
the Foto-Riter. These include shad- 
types, scripts, traditional faces 
and sans serifs. 

The machine priced $79.50. 


for more details circle 137, page 121 
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Edgar Parsons 

Radio-TV Editor, Public Relations Dept. 
American Automobile Assn., 
Washington 


its short lifetime the medium 
television has evolved quickly 
the stage where there are recog- 
nized rules you must follow get 
material—pictures, movies, 
charts—on the air. Television sta- 
tions will still vary slightly their 
requirements. However, the follow- 
ing checklist will take care most 
situations. 


Rule One: Give the picture human 
interest twist. Show the product do- 
ing something that will make life 
easier for viewers. Although it’s 
overworked, the device using 
pretty girl with the product still 
effective. Consider also whether 
will convey your message 
better than photograph. The 
choice message yours. 


Rule Two: Deliver your picture 
the station the form which 
can most effectively used. For 
instance, the finish 
which makes for sharp printed 
reproduction will pick 
from the bright studio lights and 


This article reprinted from PR, the 
quarterly review public relations, 
published the American Public Re- 
lations Assn. 


therefore useless for tv. The origi- 
nal picture must converted into 
something which can transmitted 
over the system and come out 
home receiver with the desired 
impact. 


Here are the three ways re- 
produce still picture for tv: 


“flip card”, either 8x10” 
11x14”, matte finish, mounted 
sturdy board. sure the aspect 
ratio conforms the proportions 
the screen: three units high 
four units wide. Don’t make the 
mistake furnishing vertical 
subject shown the horizon- 
tal screen. Leave plenty “pro- 
tection” around the edges. Low con- 
trast prints are best; the tube 
responds best image whose 
contrast between the lightest and 
than one three. This type pic- 
ture drawing generally used 
the studio; the camera focused 
directly your “flip card.” 


Balop Telop cards, double 
weight matte finish photo paper, 
size 4x5” over-all, with scanned 
area 3x4” and safety area 
centered the scanned 
area. The specifications for these 
cards are more critical than for 
“flip cards” because they must fit 
into standard opaque projector. 
The contrast ratio may somewhat 


Prepare 
Your Materia 
For Television 


you want get your material 


television, better prepare the 


way the stations prefer. 


greater, but should still relative- 
low. semi-gloss finish ac- 
cepted some stations. 


Transparent slides glass en- 
closed Brumberger metal mounts 
glass enclosed SVE cardboard 
mounts, over-all size 2x2”, maxi- 
mum scanned area mm, 
tered the scanned area. few 
stations prefer use larger slides, 
over-all but there are not 
many these around. 


These three basic tools provide 
simple means delivering pic- 
ture the audience. Each should 
accompanied appropriate au- 
dio copy the form news story 
spot announcement, the case 
may be. Copy and slides opaques 
should numbered correspond, 
and should clearly identified 
with the sponsoring organization’s 
name. 

Many purveyers information, 
including the United States Treas- 
ury Department, have discovered 
that pays send each station 
package containing all three rendi- 
tions the picture and including 
the audio copy. Thus the station can 
make use the material its dis- 
cretion, within studio shows dur- 
ing station breaks, opaque 
transparent projection equipment. 
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Rule Three: All material in- 
cluding films, still pictures, opaques 
and slides, should addressed to: 

Operations Desk 

Street, City and Zone, State. 

arrive least hours before air 

time. covering letter may ad- 

dressed “Program Director” 

individual who you think will 

give your material the attention you 
know deserves. 


Another extremely important tool 
the motion picture. Varying 
length from ten seconds full 
hour, movies have become the day- 
in, day-out fare with which the 
voracious appetite hungry 
medium appeased. All stations 
will use good public service films 
cost the sponsoring organi- 
zation. The extent which they are 
used may depend part the 
manner which they are delivered 
the projection room. While speci- 
fications vary greatly from station 
station, this check list will 
helpful: 


Films that fit definite time seg- 
ment are easier program than 
those which not. The usual 
schedules call for these lengths: 
seconds, seconds, one minute, 
minutes, minutes, 144% minutes, 
minutes and minutes. 
one station film director puts it, “If 
you give film for sustaining use, 
fill the period. Nothing irritat- 
minutes’ worth material round 


out non-commercial program.” 


Unless the film designed for local 
commercial sponsorship should 
regarded sustaining program ma- 
terial. The exception these time 
brackets occurs with odd-length 
short films three, six, eight 
minutes which can used fillers 
for longer programs. 


sure the film properly iden- 
tified. The opaque white leader 
should clearly state the name the 
film, running time, sponsor’s name 
and any other pertinent information 


Maximum 
Scanned 
Area 


Slide Specifications make sure 
that your slide can used all sta- 
tions, keep within these dimensions. 
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such the number series. The 
word “Head” should also appear 
the white leader. The film can 
carton should similarly labeled. 


For short films such 20-second 
one-minute spot announcements, 
furnish several prints each sta- 
tion facilitate programming. For 
longer films, one print enough, 
but you may benefit extra show- 
ings you leave with the station 
for month more. Many stations 
will program film several times 
while their possession. 


All films should use the standard 
Academy Leader, properly attached 
the head end. Most stations use 
the numbers imprinted the lead- 
device for cueing the start 
the film. All films should 
cleaned and inspected before each 
booking sure they are free 
torn sprocket holes faulty 
splices. After inspection each film 
should wound the reel with 
head end out, white leader and in- 
formation exposed. 


REDUCED 


Opaque or cord on double-weight grey photographic poper 


Balop Specifications opaque pic- 
ture can used stations these 
dimensions are followed. 


Spot announcement films should 
conform standard practice. 
ten-second film has eight frames 
silent picture, then seconds 
picture with sound, followed 
several seconds silent “runoff” 
picture freeze frame. 20-sec- 
ond film has eight frames silent pic- 
ture, seconds picture and sound, 
six seconds silent picture freeze 
frame. one-minute film has eight 
frames silent picture, seconds 
picture with sound, six seconds 
silent picture freeze frame. Note 
that these specifications add 
more time than contained the 
segment each Some head 
and tail frames will lost splic- 
ing your film others, and “pad” 
allowed the end, just case 
the projector operator bit slow. 


News films may 
either with without sound. 
any event, complete cue sheet 
should accompany the film, listing 
the scenes and furnishing the an- 
nouncer with the story. Many firms 


are now furnishing all news film 
complete with sound track including 
narrator’s voice, music and sound 
effects. The theory behind this prac- 
tice that the film can used 
news programs either with with- 
out the sound, and can also 
used elsewhere special shows 
supplied with live sound capture 
the realism burning building 
jet plane takeoff, much the 
better. this case little com- 
mentary necessary once the pic- 
ture rolls. Silent “clips” are useful 
straight news the story 
sufficient importance. 


Other materials may, course, 
used. The rules are simple: all 
printed and hand-drawn 
should designed for tv. 

That progress chart that looked 
imposing your annual report 
could too “busy” otherwise 
entirely unsuited tv. Have re- 
produced large gray card, 
eliminating all extraneous matter. 

Maps are particularly irritating 
offenders this respect. Have your 
artist trace the important lines and 
points interest; reproduce 
large gray card, making sure the 
contrast ratio within tolerance. 
Lines should lettering 
should large plain block style. 
White lines reproduce well gray 
paper: black gray equally 
good. you use color, make certain 
will reproduce properly black- 
and-white, unless, course, you 
are shooting for color tv. 

familiar poster its original 
version striking with its bright 
scarlet figures coal black back- 
ground. The same poster com- 
pletely lost monochrome be- 
cause the scarlet becomes deep, 
dirty gray which melts into the 
black background. 


Doctors Across U.S. 
View Upjohn Series 


Widening the scope its closed- 
circuit telecasting, the Upjohn Co., 
Kalamazoo, Mich., will bring doctors 
more than cities across the 
country its informative medical se- 
ries, Rounds.” Thirty-three 
new large-screen projectors have 
been added the company’s 
equipment. Described “the most 
powerful and effective yet 
the projectors will used with 
similar equipment bring clinical 
staff meetings, diagnostic proce- 
dures, symposiums and views 
surgery watching physicians. 

During the past year, the Upjohn 
closed-circuit telecasts were pre- 
sented from Boston, cooperation 
with The Tufts University Medi- 
cine. 


AREA 


with Cummins plastic binding...it's 


Bound 


Now anyone can easily plastic-bind reports, presentations, and 
sales material right the office and get that professionally- 


bound appearance and utility for added sales appeal, maximum 
readership, and longer life. Pages are easy turn, lie flat, look 
better, invite use, command attention. Safe, easy-to-set Cummins 
Plastic Binding and Punching Machines are styled and built 
the highest Cummins standards. Cummins plastic bindings are 
available with popular ring centers and diameters choice 
ten smart colors. For any number copies—one, ten, thou- 
sand books—make sure bound make impression 

with Cummins, the nation's leader paper punching equipment 
for more than years. 


Cummins-Chicago Corporation 
4740 Ravenswood 


Binding made easier and faster. Dual DESK-ELECTRIC PUNCH Chicago 40, 

automatic release plates convenient Eliminates hand punch- 

feed tray built-in for plastic bindings ing. Increases speed entire plastic Send for informative booklet fully 
quick dial setting new, moderately binding process with fraction the describing Cummins 
priced for every office budget. effort. Performance guaranteed. binding and high speed equipment. 
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Art Photography 


Barnes, Hal 
Color Corp. America 
Flexible Layouts 120 
Grubb, R., Co. 
Mack, Douglas 
Rapid Copy Service Inc. 
Sander 

Co. Inc. 
Stivers Studio 
Waltz, The Cameraman 

Inc. 
Watts, Bob, Illustrative Pho- 

Zepp Photo Service 


Art Supplies 
Bienfang Paper Co. Inc. 120 


Bourges Color Corp. 
Chart-Pak Inc. 
Chicago Cardboard 
Craftint Mfg. Co. 
Flax Materials 120 
Goodkin, P., Co. 
Lewis Artist Supply Co. 
Paasche Airbrush Co. 
Weber, F., Co. 
Balloons 
Pioneer Rubber Co. 72B 
Banners 

lywood Banners 22, 
Catalog Covers 
Acco Products Inc. 
Beaverite Products Inc. 
Heinn Co. 


Binding 
Materials 

Acco Products Inc. 

Cummins-Chicago Corp. 117 

General Binding Corp. 102 

Camera Lucida 


Goodkin, P., Co. 
Lacey-Luci Products Co. 


Clipping Services 
American Trade Press Clip- 


Press Clipping 
Bureau 
Color Separations 
Control Boards 
Graphic Systems 
Copyfitting Aids 
Copy Clipper 
Haberule Co. 
Cropping Scaling 
Instruments 
Decals 
Allied Decals Inc. 


Meyercord Co. 
Direct Advertising 
Brodie Advertising Service 


Carr Organization 
Crocker, S., Co. Inc. 54, 104 


Volk, Harry Jr., Art Studio 

Display Cutouts 

Continental 
42, 78, 94, 120 
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Display Materials 


Fasson Products 
Josarah Enterprise 
Kleen-Stik Products Inc. 
Hollywood Banners 22, 
Display 

Hansen Mfg. Co. Inc. 


Displays, Metal Wire 
Mayer Mfg. 
Displays, Molded 
Sculptural Promotions Inc. 
Envelopes 

Du-Plex Onvelope Corp. 
Fluorescent Colors Inks 


Craftint Mfg. Co. 
Lawter Chemicals Inc. 64A 
Radiant Color Co. 48A 
Switzer Bros. Inc. 
Fluorescent Papers 
Materials 
Craftint Mfg. Co. 
Radiant Color Co. 48A 
Gravure Services 
Collins, Miller 
88B 
International Col Gravure 
Imprinting 
Inks, Silk Screen Process 
Craftint Mfg. Co. 
Lawter Chemicals Inc. 64A 
Naz-Dar Co. ... 
Radiant Color Co. 48A 
Switzer Bros. 88A 


Invisible Ink Postcards 

Labels 

Aluminum Foil 

Letter Shops 

Brodie Advertising Service 


Letter Shop Inc. 
Lettering Devices 

Varigraph Co. Inc. 
Letters, 3-D 

Packaging 

Switzer Bros. Inc. 88A 


Packaging Stocks 

Champion Paper Fibre 
20A 

Thilmany Pulp Paper 

Paperboard 

American Writing Paper 


Rising Paper Co. 


Papers, Cover 
Appleton Coated Paper 
Beckett Paper 
Chemical Paper Mfg. Co. 
Chillicothe Paper Co. 
Eastern Corp. 
Mohawk Paper 
Inside Back Cover 


Peninsular Paper Co. 56A 
Papers, Letterhead 
Duplicating 


Writing Paper 
Cotton Fiber Paper Manu- 


Crocker-McElwain Co. 
Eastern 
Nekoosa-Edwards Paper 

Strathmore Paper Co. 103 
Weston, Byron, Co. 
Papers, Printing 
Writing Paper 

Beckett Paper Co. 
Champion Paper Fibre 

20A 
Chillicothe Paper Co. 
Consolidated Water Power 

Crocker-McElwain Co. 
Eastern Corp. 
Kimberly 

14-15, 40A 


Mohawk Paper 
Inside Back Cover 
Nekoosa-Edwards Paper 


Warren, D., Co. 


Papers, Specialty 


American Paper 


Beckett Paper 
Bienfang Paper Co. Inc. ... 
Cotton Fiber Manu- 
Fasson Products 
Kleen-Stik Products Inc. 
Sorg Paper Co. ... 
Paste-Up Type 
Craftint Mfg. Co. 
Photo Lettering 
Typesetting 
Bullard, Howard O., Inc. 
Photo-Typesetting Inc. 120 


Warwick Typographers Inc. 112 
Photo Prints, Quantity 


Major Photo Co. 

Rapid Copy Service Inc. 

Waltz, The Cameraman Inc. 

Zepp Photo Service 

Photo Reproduction 
Services 


Color Corp. America ... 
Middle West Display 
Sales Co. 
Rapid Copy Service Inc. 
Waltz, The Cameraman Inc. 
Photocopy Machines 
Remington Rand Division 
Photoengravers Plates 
Rolled Plate Metal Co. 104A 
Photoengraving 
Platemaking 
Collins, Miller 


Dot Engravers Inc. 
Horan Engraving Co. 
Progress-H 

sive Group Back Cover 
Reilly Electrotype 101 


Stafford raving Co. 120 
Photographic Equipment 
Goodkin, 
Lacey-Luci Products Co. ... 
Photographic Materials 


Eastman Kodak Co. 34-35 

Plaques 

International Bronze Tablet 


Sculptural Promotions Inc. 
Plastic Plates 

Reilly Electrotype Co. ...... 
Post Cards, Color 

Crocker, S., Co. Inc. 54, 104 
Premiums Specialties 


Cincinnati Pencil Co. 
Eureka 
International Bronze Tablet 
Meinhardt, 
Pioneer Rubber Co. 
Utica Drop Forge Tool 
Div. 
Presentation Materials 
Rapid Art Service Inc. 
Stewart Signs 120 
Presentations 
Chartmakers Inc. 
Sloves Mechanical Binding 
Co. Inc. 


Printed Paper Specialties 

Eureka Specialty Printing 

Printing 

Co. 

Black Box Collotype Studios 


Clement, W., Co. 80A 


Crocker, S., Co. Inc. 54, 104 

Eureka 

Graphic Enterprises Mil- 


Interstate Printing Co. 
Krueger, A., Co. 72A 
Screen Process Printing Co. 
Southern Farmer Inc. 
Stewart 120 
United States Printing 

Lithograph Co. 24A 
Wurst, Henry, Inc. 
Projectors 
Tel-A-Story 
Self-Sticking Specialties 
Kleen-Stik Products Inc. 


am 


Meyercord Co. 
Screen Process Printing Co. 


Shadow Boxes 


Middle West 

Sign Materials 

Yarder Mfg. Co. 


Signs 
Materials 

Allied Decals Inc. 120 

Grace Sign Mfg. Co. 


International Bronze Tablet 


Plasti-Line 
Robertson Sign Co. 
Stewart Signs 120 
Ullman Gravure Inc. 
Signs, Illuminated Plastic 
Plasti-Line Inc. 
Signs, Metal 
Grace Sign Mfg. Co. 


Acco Products, Inc. .... 
Advertising Typographers 
America Inc. 104B 
Allied Decals Inc. 120 
American Trade Press Clip- 


American Type Founders 109 


American Writing Paper 

Appleton Coated Paper 


Arrow Lithographing 


Barnes, Hal 
Bartz, 
Bauer 
Beaverite Products Inc. 
Beckett Paper Co. 32A 


Bienfang Paper Co. 38, 120 
Black Box Collotype Studios 


Bourges Color 
Brandt Corp. 


Brodie Advertising 
Bullard, Howard O., Inc. 


Bundscho, M., Inc. 
Press 
Bureau 
CBS Television Film Sales 
Carey Press Corp. 
Carr Organization 
Champion Fibre 
Chartmakers Inc. 
Chemical Paper Mfg. Co. 
Chillicothe Paper Co. 
Cincinnati Pencil Co. 


Clement, W., Co. 

Collins, Miller 

Commercial Controls Corp. 

Inside Front Cover 

Consolidated Water Power 
end 


Stout Sign Co. 
Staplers 

Stock Art 

Flexible Layouts 120 


Stock Photos 


Watts, Bob Illustrative Pho- 

Mack, Douglas 

Stock Postcards 

Carr Organization 

Volk, Harry Art 

Storage Cabinets 

Foster Mfg. Co. 120 

Tags 

National Tag Co. 


Tape Duplicating 

Recorded Publications Labs 120 

Film Programs 

CBS Television Film Sales 
Inc. 


Type Founders, Machines 
American Type Founders 109 


Bauer Alphabets Inc. 110 
Mergenthaler Linotype Co. 107 
Typewriters, Composing- 
Reproducing 
Commercial Controls Corp. 
Inside Front Cover 


Typography 
Advertising 
Assn. America 104 
Monsen Typographers Inc. 108 
Photo-Typesetting Inc. 120 


Progress-H 


sive Group Back Cover 
Rapid Typographers Inc... 120 


Warwick Typographers Inc. 112 
Viewers, 3-D 
Fort Pierce Industries 


ALPHABETICAL INDEX 


Continental 


42, 78, 94, 120 
Copy 
Cotton Fiber Paper Mfrs. 
Craftint Mfg. Co. 
Crocker, S., Co. Inc. 54, 104 
Crocker-McElwain Co. 


Cummins-Chicago Corp. 117 


Dot Engravers, Inc. 
Du-Plex Onvelope Corp. 
Eastman Kodak Co. 34-35 


Eureka Specialty Printing 


Fasson Products ..... 
Flax Materials 120 
Flexible Layouts 120 
Fort Pierce Industries 


Foster Manufacturing Co. 120 


General Binding Corp. .... 102 
Goodkin, P., Co. 
Grace Sign Mfg. Co. 
Graphic Enterprises Mil- 


waukee Inc. 120 
Haberule Co. 
Hansen Mfg. Co. Inc. 
Heinn Co. 


Hollywood Banners 
Horan Engraving Co. Inc. 


International Bronze Tablet 
International Color Gravure 
Interstate Co. 


Josarah Enterprises 


Kimberly Clark Corp. 
40A 
Kleen-Stik Products 
Krueger, A., Co. 
Lacey-Luci Products Co. 
Lawter Chemicals Inc. 64A 
Letter Shop, The 
Lewis Artist Supply Co. 
Mack, 
Major Photo Co. 


Mayer Manufacturing Corp. 
Mead Paper Corp. 
Meinhardt, H., Co. 728 
Mergenthaler Linotype Co. 107 


Meyercord Co. 
Middle West Display 
Sales Co. 
Mills 
Inside Back Cover 
Monsen Typographers Inc. 108 
Moss, E., Co. 
National Tag Co. 
Naz-Dar Co. 
Nekoosa-Edwards Paper 
Paasche Airbrush Co. 
Peninsular Paper Co. 56A 
Photo-Typesetting Inc. 120 
Pioneer Rubber Co. 72B 


Progress-Hanson-Progessive 


Group Back Cover 
Radiant Color Co. 48A 
Rapid Art Service 
Rapid Copy Service Inc. 


Rapid Typographers, Inc. 120 
Recorded Publications Labs. 120 


Reilly Electrotype Co. 101 
Remington Division 

Sperry Rand Corp. 
Rising Paper Co. 


Visual Aids 


Chartmakers 
Fort Pierce Industries 
Graphic 
Lacey-Luci Products Co. 
Rapid Art Service Inc. .... 
Sloves Mechanical Binding 
Window Store Displays 
Continental 
42, 78, 94, 120 
Mayer Mfg. Corp. 
Middle West 
Sculptural Promotions Inc. 
Tel-A-Story Inc. 
Woodcuts 
Sander 
Co. Inc. 
Robertson Sign Co. 
Rolled Plate Metal Co. 104A 
Sander Wood 
Scott, John A., Co. 
Screen Process Printing Co. 
Sculptural Promotions Inc. 
Sersen's Imprinting Inc. 
Sloves Mechanical Binding 
Sorg Paper Co. 24B 
Southern Farmer Inc. 
Stafford Engraving Co. .... 120 
Stewart Signs 120 
Stivers Studio 
Stout Sign Co. 
Strathmore Paper 103 
Switzer Bros. Inc. 88A 
Tel-A-Story 
Thilmany Pulp Paper Co. 
Ullman Gravure Inc. 
United States Printing and 
Lithograph Co. 24A 
Utica Drop Tool 
Corp. 
Varigraph Co. Inc. 
Volk Corp. 
Waltz, The Cameraman Inc. 
Warwick Typographers Inc. 112 
Watts, Bob, Pho- 
Weber, F., Co. 
Weston, Byron, Co. 
Wurst, Henry, Inc. 
Yarder Mfg. Co. 
Zepp Photo Service 
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Services and 


Photo Lettering 


only 


per word 


PHOTO LETTERIN 


250 alphabets to select from 
Send for free Catalogues. Hr. Service. 
minimum. 


And Now, the First Time! 
Reductions enlargements fit your 
layout with our new Dexigraph 
Photo-Print Process the 


0466-7 


for hand 


Rapid 
Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, 
Hill 8-2445 


Color Prints 


ACCURATE/ LOW 
GEM Color—TOP QUALITY letter- 
press jo ot LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
jobs color proofed. DELIVERY in 2-3 
WEEKS. Free samples. 


Signs 
One-Of-A-Kind 


PRINTED SIGNS 


AND PRESENTATIONS 


WRITE FOR CATALOG N 


Art and Photo 


DALTON 


100%, rag layout and visualizing pad. 


etuchen, new jersey 


COLOR 


Save usual plate costs 
with our picture color 
process. Not exactly true 
copy but excellent 
color picture. Ideal for 
most purposes. 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you well. 


(ready for the offset camera) 


READY MADE LAYOUTS for 


Color Catalog Sheets Circulars 


USE: simply paste-up your Type Proofs 


1,000s LAYOUT VARIATIONS POSSIBLE 
changing position Layout Components (re- 
verses, bendays, boxes, etc. 
SAMPLE KIT $1.85 prepaid 
FLEXIBLE LAYOUTS, 201 NYC 


Steel Filing Cabinets 


storage valuable art work, 
engravings, blue prints, 
Write for catalogue. 


MANUFACTURING CO. 
Tape Duplication 


SEND YOUR PERSONALITY 


Speak simultaneously all salesmen, distributors. 
number locale, for less than per 
hour per branch via our tape duplication service 
Any number branches USA covered 
hours. Full facts 


544-1556 Pierce Ave., Camden 


Specialties 


8422 HOUGH AVE. 
CLEVELAND 


Readers 
Are 


AR’s readers are looking 
for help their jobs. 
When something 
interest presented, they 
respond. And how! For 
example, here the record 
response four items 
mentioned AR’s first 
issue: 


paper company re- 
ceived 751 inquiries for 
letterhead design booklet. 


typographer received 
424 requests for specimens. 


sales organization re- 
ceived 455 inquiries for 
incentive plan. 


art supply house re- 
ceived 556 inquiries about 
new process. 


Requirements 


200 East Illinois Street 
Chicago 11, Illinois 


STAFFORD ENGRAVING CO. 

TOUGH 


Readers’ Service Card 
Dealer Mats 

magazine article reprinted 
booklet form Local Trademarks Inc., 
dealer versus man- 


(Page 54) 


102/Circle Readers’ Service Card 


brochure from RCA, entitled 


trofax—Direct Electronic Printing Pa- 


rapid photographic method making off- 


set and relief printing plates. High sensi- 
tivity and are advantages ex- 


(Page 98) 


103/Circle Readers’ Service Card 
Inflatable Cushion 

cushion with built-in comfort, and im- 
printable container, available from 
(Page 99) 
104/Circle Readers’ Service Card 
Portable Blueprinter 


Hazel-Vinyl Products. 


lb. blueprint unit that can used the 
office the field are offered Product 
Engineering Laboratories Co., Newark, 
N.J. The machine operates dry vapor 
(Page 99) 


Readers’ Service Card 
Foto-Riter Booklet 
outline all the features 


process. 


small office typesetter for composing dis- 
play heads photographically offered 
the Foto-Riter Co., Minneapolis, Minn. 
payment plan also described. (Page 100) 


Readers’ Service Card 
New Copease Photo Copier 

details model, the Cameo, that 
works under strong fluorescent lighting 
well normal office lights, are offered 
the Copease Corp., New York. The 
small, portable machine has other new 
features which are outlined clearly. 


(Page 100) 


107/Circle Readers’ Service Card 
Rex Rotary D-280 

leaflet color explains the features 
new model the Rex Rotary line 
silk-screen stencil duplicators. Described 
are such details its multi-color 
capacity, accurate registration and 


(Page 102) 


108/Circle Readers’ Service Card 


Glossary 


slacti ‘al 
selective inking. 


zany and amusing guide print- 


Use these return cards 
for your copy publications 
mentioned this page 


Send for these free selling tools 


shop and 


Qu 


tion-room jargon offered 
Case Paper Co., New York, handy 
chart form, suitable for hanging. 


(Page 103) 


109/Circle Readers’ Service Card 
Vari-Typer Bulletin 

Vari-Typer Model 160, which features 
leading device that 
spaces, are offered the Vari-Typer 
Corp. Other improvements are fully de- 
scribed. (Page 100) 


110/Circle Readers’ Service Card 
Low-Cost Oxberry 
complete specifications the new, 
budget-priced Oxberry film equipment are 
available from Animation Equipment Corp. 
(Page 84) 


Readers’ Service Card 
Dining Guide 
Robert Twain Publishing Co. offers 


101 102 103 104 105 106 
108 109 110 
126 127 128 130 
132 133 134 135 136 
139 140 141 142 
144 145 146 147 148 
149 150 151 152 153 154 
155 156 157 158 159 160 
161 162 163 164 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. B., Chicago, 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East St., 


Chicago 11, 


NAME 


COMPANY 


CITY ZONE 


exhibitors copy its show-promotion 
dining guide for the 
(Page 80B) 


112/Circle Readers’ Service Card 
Electronic “Salesman” 
that can record visitors, give product in- 
formation, are available from Visi-o- 
matic Corp. (Page 80) 


113/Circle Readers’ Service Card 
Rigid-Tex Catalog 
Rigidized Metals Corp. offers catalog 
showing line colorful, patterned 
metals suitable for (Page 79) 


114/Circle Readers’ Service Card 
Mass Retailing 
Register Co. discusses the case the 
vanishing profit margin and suggests 
principles follow for combative mass re- 
tailing. (Page 47) 


*Please print type information 


PRODUCTS SOLD 


inquiries for items listed 
not serviced beyond Sept. 15, 1957. 


Postage Stamp 


ecessary 
Mailed the 
United States 


kee 
plained. 
Readers’ Service Dept. 
06 
Please have the following sent me: 
= 
; 
Postage 
ddressee 
A 
E 


at 


Send for these free helpful selling tools 


Readers’ Service Card 121/Retail Display Strategy (Page 41) 
Display Material 122/Novelite Animation (Page 41) 

Fuller Displays Inc. offers samples and 123/Pearsonite Plastic (Page 41) 
details concerning Display-Flex, printed Tape (Page 41) 
continuous-roll corrugated material. Tape (Page 41) 


(Page 48) 126/Mobile Displays (Page 42) 
127/Vacuum-Formed Color (Page 42) 
128/Idea Display File (Page 42) 


116/Circle Readers’ Service Card 
Fluorescent Water Colors 


information new fluorescent water 129/Photoplating Displays (Page 42) 
colors, opaque brushed over 130/Self-Stick Wrap (Page 42) 
black other solids, offered Radiant 131/Neon Products News (Page 42) 
Color Co., Oakland, Calif. (Page 36) 132/Counter Merchandiser (Page 42) 

133/Lithopoint Flipchart (Page 42) 

117 133/Circle the appropriate num- 
ber for information these items, which 134/Circle Readers’ Service Card 
are described more detail the report Automation Retail, 1957 
the POPAI Show, the pages indi- silent salesmen,” the 
cated. theme illustrated folder from the 
117/Tasco Designs (Page 40) Sitka Store Fixture Co. Related merchan- 
118/Plant Tour Booklet (Page 40) dising factors consider when planning 
119/Metal P.O.P. Signs (Page 41) store layouts are summarized 
120/Drapes With Logos (Page 41) folder. (Page 43) 


BUSINESS REPLY CARD 
First Class Permit No. 95. Sec. Chicago. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, 


Readers’ Service Dept. print type information below 
NAME 
TITLE 

101 102 103 104 105 106 

107 108 109 110 COMPANY 


119 120 121 123 
125 126 127 128 130 
133 134 #135 136 
138 139 140 141 142 
143 144 145 146 147 148 
149 150 151 152 153 154 


ote: for items 
161 162 163 164 not serviced beyond Sept. 15, 1957. 


PRODUCTS SOLD 


ADDRESS 


CITY ZONE 


Readers’ Service Card 
Automatic Letters 

fact-filled booklet from American 
Automatic Typewriter Co. lists the ways 
quantity letters can have that personal 
touch. (Page 43) 


Bauer Type Imports 

alphabets Maxime and Astoria, 
versatile typefaces, are offered Bauer 
Alphabets Inc., New York. Each face has 
varied display uses, cast the Amer- 
ican point system. (Page 111) 


137/Circle Readers’ Service Card 
Foto-Riter Fact Sheet 

illustrated leaflet from Foto-Riter 
Co., Minneapolis, explains the operation 
and advantages this cold-type machine 
which small, compact and portable. 
alphabet folder available. (Page 112) 


138 157/Circle the appropriate num- 
ber for information these items, which 
are described more detail the report 
the Premium Show, the pages indi- 
cated. 

138/Royal Coin Co. (Page 73) 

139/Kay Coin Service (Page 73) 
140/New Protex Mats (Page 73) 
(Page 73) 

142/Hand-Size Fans (Page 73) 
143/Beach Ball Ads (Page 73) 
144/Crazy Rings (Page 73) 

Caliper (Page 73) 
146/Garden Torch (Page 73) 
147/Cowboy Mealtimes (Page 73) 
148/Plastic Spatula Set (Page 74) 
149/Patio Lantern (Page 74) 

150/Baby Bath Sponges (Page 74) 
151/Drip Beverage Maker (Page 74) 
152/Automatic Shaver (Page 74) 
153/TV Swivel Chair (Page 74) 
154/Bar Buoy (Page 74) 

155/Prepo Stove (Page 75) 

Playhouse (Page 75) 
(Page 75) 


158 164/Circle the appropriate num- 
ber for information these items, which 
are described more detail the report 
the Packaging Show, the pages indi- 
cated. 

158/Cheese Tubes (Page 57) 
Carry-Pack (Page 57) 
160/Metered Container (Page 58) 
161/Holiday Labels (Page 58) 
162/Metallic Ribbon (Page 58) 
163/Zip-Lip Bags (Page 59) 

164/Pyramid Packages (Page 58) 


Use these return cards 
for your copy publications 
mentioned this page 
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1956 Rank 1956 1954 1953 1952 1951 1950 1949 1948 1947 1946 1945 1944 

219.0 166.0 133.0 106.0 94.0 81.0 67.0 60.0 54.0 51.0 46.0 40.0 31.0 

194.5 162.5 148.3 137.5 118.0 104.1 87.0 81.4 72.1 40.0 30.0 

83.0 68.0 42.0 39.0 39.0 38.0 28.0 26.0 21.0 19.0 18.5 18.0 

70.0 69.0 61.0 52.6 52.0 40.0 31.0 31.0 

79.0 71.0 46.4 37.6 28.0 17.0 14.0 12.0 10.0 

78.5 67.9 45.0 42.0 40.0 40.0 37.0 31.0 25.0 18.5 13.0 

75.7 46.0 38.0 30.0 28.7 25.0 21.0 18.0 17.5 16.5 

61.0 $1.0 44.6 40.1 37.5 37.0 37.0 36.0 31.0 25.0 23.0 

$9.1 35.4 $30.2 30.0 22.0 22.0 21.0 20.0 21.0 22.0 

41.0 30.0 26.0 24.0 20.0 20.0 20.0 16.0 

40.1 30.6 26.9 26.4 25.0 19.3 18.0 20.0 

39.0 25.0 20.0 18.0 15.0 12.0 11.0 

38.0 13.0 15.0 15.0 11.0 
10.0 


ARE PHP CLIENTS 


Isn’t significant that the top-billing agencies 


reported Advertising Age, February 25, 1957, PHP SERVICES 
use one all the services INCLUDE 

the Group? 
Think too small for us? and Lead Molding 
so, please remember this: have only one standard Electro Mat Patterns 
for all clients, size. Hansontypes 

This standard calls for the highest quality and the finest 
workmanship that can achieved skill and experience Plastic Plates 

with the aid completely modern facilities for Pre-Pak Colormats 
typography, electros, Progress plates, plastic plates and mats. Direct-Pressure Thermo Mats 


Direct-Pressure Dealer Mats 


And you have the time-saving, work-saving advantage Rubber Plates 


one-point control all points the job... 
right around the clock! 


THE PROGRESS HANSON PROGRESSIVE GROUP 
PHILADELPHIA NEW YORK WILMINGTON BALTIMORE WASHINGTON 


923 Filbert St., Phila. WAlnut 2-0447* Sth Sansom Sts., Phila. WAlnut 2-5567* Sansom Sts., Phila. WAlnut 2-2711* 
course, any the three can reached one 
NEW YORK phone: MUrray Hill 2-1723 WILMINGTON phone; OLympia 5-6047 BALTIMORE phone: SAratoga 7-5302 WASHINGTON phone: EXecutive 3-7444 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 


12. 
14. 
15. 
16. 
17. 
18. 
20. 
20. 
22. 
22. 


